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THIS FILMOSOUND GIVES THEATER-PERFECT PERFORMANCE 
New Filmosound 138, pictured above, is compact, convenient, 
and capable of theater-quality sound-on-film presentations 
in salesroom, showroom, hotel room, or moderate-sized aud 
torium. There are other, more powerful Filmosounds for even 
the largest of audiences 


EMONSTRATING snowplows in August or teaching 
D grocery clerks how to sell... carrying the sales 
story down through every part of the distribution 
channel and ending up with compelling impact on 
the ultimate buyer. These are the everyday accom- 
plishments of the modern commercial sound film. 

The better the film, the greater its sales accomplish- 
ment. But, however good, wo sales film can convey 
more to the prospect than the projector can reproduce. 

To insure the success of your sound film program, 
have a film made by a competent industrial film pro- 
ducer. Then arrange to show that film with projectors 
which will transmit your story to the screen in steady, 
flickerless, brilliant pictures, accompanied by faithful 
sound reproduction. Projectors so easy to handle 
that your men will gladly show your film. Projectors 
which permit real showmanship to characterize 


every presentation... Be/l/ G Howell Filmosounds! 

This is the sound film success formula of Chrysler, 
Ford, General Motors, and the hundreds of other 
firms, large and small, whose careful study has led to 
their choosing Filmosounds. You'd expect Filmo- 
sounds to offer many distinct advantages, for they are 
built by the same skilled Bell & Howell craftsmen 
who have fashioned the preferred studio equipment 
of Hollywood for more than thirty years. 


Write now for complete information about Filmo- 
sound Projectors for industrial film exhibition. Bell 
& Howell Company, Chicago, New York, Holly- 
wood, London. Established 1907. 


SHOWMANSHIP —Today’s Formula for Selling 


Sales and Advertising Executives will enjoy reading 
this crystallized story of modern industrial talkies. 
Here is information on what others are doing with 
industrial movies, what you can do—and how to do 
it. We shall gladly send you a copy of this 36-page 
book upon request. 


re eee 


BELL & HOWELL COMPANY B 8 
1808 Larchmont Avenue, Chicago, Illinois 
Please send full information on (_ ) Filmo- 
sound Projectors, ( ) Silent Filmo Pro- 
jectors. Also ( ) send special book, 
Showmanship, Today's Formula for Selling. 


Name 

Company 

Address 

City State 





DURING OPERATION 


VICTOR ... Manufacturer of the WORLD'S MOST WIDELY USED 
16MM SOUND PROJECTORS .. . has devoted over two years to 
developing a unique new ANIMATOPHONE that literally answers the pact unit. Removable top of case houses 
commercial traveler's "prayer" for a smaller, more compact, more con- reel cg = tle pores oe ee 
venient QUALITY Sound Motion Picture Projector! 


MODEL 33 ANIMATOPHONE has everything that it takes to make it 


easier for industrial and commercial users to more profitably employ 


Model 33 assembles into one small com- 


the greatest of all modern sales tools . . . . For carrying, it assembles 
into one small, compact unit, YET IS ENTIRELY ENCLOSED DURING 
OPERATION. 


A standard feature of Model 33 is the famous PATENTED Auto- 
matic Film Protection Device that has saved untold thousands 
of dollars worth of film for other VICTOR users! "Film Protec- 
tion that Really Protects," is positively exclusive with VICTOR! 


Fidelity of tone and the crisp clarity of Model 33's rendition, 
insure SOUND REPRODUCTION that is pleasing, natural and 
wholly understandable. Its brilliant, flickerless projection (at 





both silent and sound speeds) does full justice to the finest 
photographic quality. 


A SMALL, HANDY MICROPHONE may be plugged into 33's ampli- 
fier, thus providing “loud speaker" facilities for sales talks 


announcements, comments and demonstration ‘'spiels." 








A COMPACT PHONO-RECORD TURNTABLE (with or without record 
changer) also plugs into the 33 to provide musical background 
for silent films, or entertainment during reel changes, banquets 
etc. 


Model 33 accommodates up to 1600 feet of film... 
has sufficient volume for audiences of 300 or less... 
plugs into any A.C. outlet (50-60 cycle, 90-125 volts). 
25-50-60 cycle and A.C-D.C. models can also be supplied. 
There are other models of the Animatophone for every 
purse and purpose. Write for literature. Demonst-a- 
tions—without obligation—will be gladly arranged. 








VICTOR ANIMATOGRAPH CORPORATIO! 


DAVENPORT-IOWA 


7 CHICAGO e LOS ANGELES e NEW YORK 
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... THERE IS A KNACK IN TYING KNOTS... 


And there is as much a knack in untying them. In both cases it pays to employ the services of men familiar 
with knotty problems . . . and their solutions. Wilding knows the “‘ropes,’’ knows the time, money 
and labor saving devices that make for successful production in economical and effective sound 
motion pictures and slide films. Wilding’s permanent, especially trained staff has been untying 
knotty merchandising problems for prominent clients since the introduction of motion pictures 
for commercial application. That this work has been satisfactory is attested by the fact that 
over 80°; of the Wilding annual volume comes from clients for whom pictures have been 
produced in the past. Investigate NOW the medium that tells your story exactly the 
right way every time; that delivers precisely the message of your concern with all the 
emphasis and clarity of dramatic action. Allow a producer, nationally known for 
distinguished sound pictures and effective distribution, to co-operate with you 


in bringing the best thinking of your management direct to the sales firing line. 


WILDING PICTURE PRODUCTIONS, INC. 


HOLLYWOOD 


Wildang! 


NEW YORK « . e CHICAGO ~s 


CLEVELAND 


DETROIT 














Close-ups and Long Shots 


THE NEWS REVUE OF 


* Abandonment of employe sports activities 
for Studebaker workers and substitution of 
entertainment and educational programs for 
employes and their families were announced 
last week by Walter S. Gundeck, director of 
industrial relations for the company. At the 
first meeting, held recently in the company’s 
athletic clubrooms in South Bend, Ind., 4,000 
persons, instead of an expected crowd of 1,000 
attended the showing of instructive films. Con- 
certs and employe singing groups will be on 
future programs, which supersede athletics 
that had been open to proselytizing, Mr. Gun- 


deck said. 
Radio and Films Combined 


1,500 persons attended the meeting of the 
Esso Dealers of Allegheny county, Pa., held 
recently in the ballroom of the William Penn 
hotel in Pittsburgh. A showing of the Esso 
Marketers new motion picture, Design for 
Power, was the high spot of the evening. Deal- 
ers also saw a broadcast of Tue Esso Reporter 
program and special radio and stage shows fea- 
turing widely-known stars. Esso Dealers who 
attended rated it the largest and most success- 
ful dealer meeting ever held. 


Appoint Chicago Representative 


* Associated Sales Company of Detroit has 
announced the opening of a new Chicago office. 
B. M. Ikert, formerly an educational and mer- 
chandising director for manufacturers of auto- 
motive products, now is the executive in charge. 


Craighead In New Position 


* Norman D. Craighead of Jam Handy Thea- 
tre Service, Inc., has been appointed to the 
creative contact staff of Jam Handy Picture 
Service, Inc., according to Jamison Handy, 
president of both organizations. 


New Agency Film Department 


* Centralization and coordination of the 
agency's various facilities for handling all types 
of commercial motion pictures has been effected 
by J. Walter Thompson Company which an 
nounces the formation of a Motion Picture. De 
partment headquartering in their New York 
office. Fred H. Fidler, former St 
manager for the company, will manage the new 
department with Wallace R. Boren heading the 


creative group. 


Louis office 


The department will act for clients on all 
creative and production phases of motion pic 
tures and slide films for use as consumer adver- 
tising and for public relations, sales training 
and merchandising work. 


THE 


BUSINESS FILM WORLD 


McCall's Critic on Industrials 


* The recent McCall's whose movie critic, Pare 
Lorenz, is already well known to audiences and 
producers alike as an able film documentarian, 
features a discussion of Men Make Steel, recent 
all-color production. Of importance are Critic 
Lorenz’ remarks, reprinted by arrangement: 


“The most exciting picture I have seen in 
many weeks is neither a short nor a feature; 
there are no stars, and there is no plot or ro- 
mance in the production. It was produced for 
the U. S. Steel Corporation . and photo- 
graphed in Technicolor, and is called, none too 
aptly, Men Make Steel. 

“This four reel color movie, on strict grounds 
of dialogue, editing and music, is not a first- 
class piece of work. You have to listen to Edwin 
C. Hill’s roaring voice; the musical score is weak 
and inept, and the film editor jumps from one 
location to another leaving you a bit confused. 

“But it is paradoxical that this industrial 
educational movie should turn out to be the 
most beautiful color picture ever made, and for 
the color alone, | recommend Men Make Steel 
to you: the dull blues of the gigantic furnaces, 
the red and gold fountains of molten steel; the 
Bessemers pouring their great ladles 
against a dark sky 


squat 
these are thrilling and 
awe-inspiring photographs. 

“As far as Hollywood is concerned, the pro- 
ducers will say, “It’s an advertising picture and 
has no box office worth,” and let it go at that — 
that is, they will say that if they continue the 
policy they have maintained for years in the 
movie industry. 

“But whatever they say, within the year 
these so-called industrial pictures are going to 
have a significant effect on the entire movie 
world. | have discussed this before, but now 
there is visible proof that by their own limita- 
tions Hollywood producers have lost millions 
of potential customers. 

“For the past ten years we have been think- 
ing a great deal about the facts of this country; 





ks 


you are a combination 
writer and contact man 


. experienced in writing commercial 
motion pictures and sound slidefilms 
and can work with executives of large 
corporations, there may be an opening 
for you in a large, well-known producing 
organization. Write and SELL us you are 
the man we need. Give your age, weight 
and height. Replies confidential. Members 
of our staff know this ad is being pub- 
lished. Box 31, Business Screen Magazine. 














of its land, its social and economic problems, 
and about its great factories. 

“Yet in the last decade no movie company 
has even attempted to use the actual drama of 
our national life as photographic material. To 
be sure we did have the gangster cycle, but 
when you saw Underworld you saw them all. 

“If a movie company spent several hundred 
thousand dollars making four-reel pictures, 
there is no question they would eventually go 
bankrupt, and I can accept the argument from 
a producer that U.S. Steel can afford to spend 
more money making a short picture about the 
steel business than any company that has to 
live by selling movies to theaters. 

“On the other hand, if Hollywood demands 
the right — or at least has the power, at pres- 
ent, to make all the pictures we see on all the 
screens in the country; if they consistently re- 
fuse, through ignorance of the country they 
live in, to experiment with new subject ma- 
terial, and new methods of using it, then, no 
matter who produces the picture, some organi- 
zation, or group of organizations, will inevit- 
ably produce better and more imaginative 
movies. 

“And that is why I stated earlier: that within 
the year the so-called industrial film should 
have a profound influence on the motion pic- 
ture business. 

“Many corporations for years have been pro- 
ducing short pictures: for their salesmen, for 
educational groups, and for home projectors. 

“Next year, however, there are two World’s 
Fairs (you couldn’t expect us to be content 
with just one World’s Fair) and there will be 
probably over a hundred movies made by busi- 
ness firms, and industrial organizations, and 
government movies to show along with their 
exhibits. 

“Offhand, that sounds like a rather dull busi- 
ness, but consider this: the corporations, unlike 
some Hollywood producers, have learned quite 
a bit about movie making during the past ten 
vears, and they will probably spend a great deal 
of money on these movies. 

“But the real value of these pictures is that 
they will show millions of people for the first 
time just how many bewildering machines, 
processes and gadgets make up an industrial 
civilization. 

“Thus, as has happened before, it may be 
that a group of non-theatrical corporations may 
come to the rescue, and make the factual film 
exciting enough to give audiences once again a 
curiosity about movies. 

“The great German directors rescued Holly- 
wood in the twenties with their new technique 
and their new material, and after them the Rus- 
sians gave the technicians some new ideas. It 
would not be too far-fetched to predict that 
U.S. Steel has offered them still a new, and, as 
yet, unexplored photographic world in which to 
work: that is, the world in which we happen to 
be living.” 


(Continued on Page 46) 














PRODUCED BY CASTLE FILMS means pic- 
tures in the tempo of today —films that will 
accomplish their purpose. 

Castle’s complete, permanent staff is both 
picture-minded and merchandise-minded. 

Castle films have a technical excellence 
second to none. They are moderately priced 
and sold at a predetermined, all-inclusive cost. 

When a film is completed, Castle facilities 
are available for its successful exhibition from 
coast to coast. In a word, Castle does your 
job from script to screen. 

20 years’ experience in production and 


exhibition is your guarantee of top product, 


dynamic pace, full value for every dollar spent. 


ft tearm ae 


“CASTLE FILMS 


PRODUCERS e@ DISTRIBUTORS 
EXHIBITORS OF BUSINESS FILMS 


NEW YORK CHICAGO SAN FRANCISCO 
RCA BLDG WRIGLEY BLDG RUSS BLDG 
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A “LAUGH A MINUTE” 
COMEDY SOUND SLIDE FILM 
FIRST OF A NEW LOW-PRICED 


SALES TRAINING SERIES 


To be released 
August Fifteenth! 


@ Here’s an opener for your next sales 
meeting! This syndicated talking slide film 
is packed with humor and suitable for any 
sales organization. Subsequent films in this 
series will feature proper methods of sell- 
ing, etc. Get this first one now at the un- 


believably low prices noted below! 


= 
SING COPY 
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LE 
(Fl ND ECORD) 


$15 
TEN OR MORE COPIES 


PER COPY . . 222.50 


PROJECTION EQUIPMENT & 
FOR RENTAL OR PURCHASE 


SOUND SLIDE 
SCREENS 


TALKING SALES PICTURES, INC. 


540 N. Michigan Ave. 480 Lexington Ave. 
CHICAGO NEW YORK 











FILM FORUM Pla 


* Have you any questions or problems con- 
cerning the use of the film medium in business 
er education? The editors of Business Screen 
invite your correspondence. Questions of a 
technical nature will promptly be referred to a 
competent authority and promptly answered. 


VOTE OF THANKS DEPT 


Editor of Business Screen 

May I take this means of con- 
gratulating you, not only for the quality of your publica- 
tion, Business Screen, but for its publication. 

As you probably know, General Electric has for many 
years made use of motion pictures and filmslides as part 
of its publicity program, and so it is in a position to appre- 
ciate what your magazine really means. You have my 
sincere best wishes for a successful continuance and growth. 

With the thought that you may be interested in material, 
I am suggesting that you write Mr. Sylvan Harris, Secre- 
tary, Society of Motion Picture Engineers, Hotel Pennsyl- 
vania, New York City, either for a copy or for clearance 
so that I may send you a copy of a paper which was pre- 
sented at the Spring, 1938, Convention of the Society in 
Washington, D. C., which you are welcome to print in full 
or in part, if it meets with your approval 

Sincerely yours, 
John G. T. Gilmour 

Visual Instruction Section Publicity Department 
General Electric Co 


For which, our editorial thanks. Business 
Screen sincerely hopes that its policy of crea- 
tive help in this field may reach its desired 
ultimate and aid in some measure the experi- 
enced film user. 


REQUESTS GLADLY SUPPLIED 
Editor of Business Screen: 

As I have recently been selected 
as Chairman of the Motion Picture Committee for Illinois 
Congress of Parents and Teachers, I would be pleased to 
receive sample copies of your new magazine. Any other 
information concerning films will be appreciated. Quote 
rates of subscription 

Yours truly, 
J. Kay White, Chairman 
Motion Picture & Visual Education, I. C. P. T 


To reader White's group go copies of Business 
Sereen and to any similiar organizations which 
request them. 


\ SAMPLE COPY, ANYWAY 
Editor of Business Sereen 
In accordance with your offer 
made at the National Conference on Visual Education to 
furnish the magazine, Business Screen at no cost to those 
interested, I would appreciate having my name added to 
the list of those receiving this magazine. I have just com- 
pleted reading the first issue furnished at the conference, 
and I believe that you have started a long needed medium 
in the field of visual education 
This company has prepared and used a sound slide film 
entitled, “They Always Open the Door First” which is 
available for presentation to automobile dealers and their 
salesmen to point out why mohair velvet is the most desir- 
able automobile upholstery. This presentation explains in 
a sales minded way that car buyers, especially women, are 
always interested in the car’s interior, and they invariably 
“open the door first” to get a better view of the inside. The 
film depicts the practical selling points of upholstery. This 
film presentation is available for showings upon request to 
this company 
Wishing vou the beet of success in your new venture, 
and assuring you of all possible cooperation, we are 
Very truly yours, 
L. C. CHASE & COMPANY, INC 
F. L. Warren 


For the story and the nod, editorial thanks. 





LETTERS & ANSWERS 
FROM OUR READERS 





ON WPA FILM ACTIVITIES 
Editor of Business Screen: 

It was my pleasure and privilege 
to hear you talk about your new magazine Business Screen 
at the recent Visual Education Conference in Chicago. 
Although your magazine is primarily concerned with the 
possibilities of motion pictures in advertising, I thought it 
might be of interest to you and of some advantage to us to 
have you know about the films made and distributed by 
the Works Progress Administration. 

We are therefore attaching brief summaries of these 
films which are available in 16 and 35mm. sound for return 
transportation charges only. We are also attaching ma- 
terial prepared about them for us by Dr. Edgar Dale, Col- 
lege of Education, Bureau of Educational Research, Ohio 
State University, Columbus, Ohio; a letter from Mr. Mark 
Starr, Educational Director of the International Ladies’ 
Garment Workers’ Union, indicating the value of the mo- 
tion pictures for trade union or adult education groups; a 
comment from Emil Ludwig about the film Hands; and 
reviews of the films which appeared in Scholastic magazine. 

We shall hope to hear from you 

Very sincerely yours, 
Rebecca Hourwich Reyher 
Acting Director 

Motion Picture Section 


A long-promised story on government film 
activities is in type to appear in an early num- 
ber of Business Screen. 


READER RESPONSE 
Editor of Business Screen: 

I would appreciate it very much 
if you would put the names of Mr. W. M. Bastable and 
J. W. Gafill, International Harvester Company, 180 North 
Michigan Avenue, on your mailing list to receive personal 
copies of any future editions of Business Screen. I believe 
you told me that you already had my name on the list, 
but if not, I surely hope you will see that it is included. 

I have read most of your magazine rather carefully and 
find some very interesting and helpful special subject mat- 
ter. I have had some inquiries already regarding our film 
activities as a result of people reading the article you pub- 
lished concerning International Harvester’s motion picture 
program. 

Yours very truly, 
L. A. Hawkins 


International Harvester Co. 
A sequel to our film story in No. 1 (on Har- 
vester’s slide films) appears in this issue. 


EXHIBIT EDITION REQUESTED 
Editor of Business Screen: 

Would appreciate your advis- 
ing us if the World's Fair edition of Business Screen Maga- 
zine has now been published, which we would very much 
like to receive. 

May we please hear from you in this connection? 
Very truly yours, 
“The ‘Junket’ Folks” 


S. Musica 
To many requests preceding the publication of 
this Exhibit Edition 
a copy of Business Screen and our sincere hope 


goes the same answer — 


that its material will prove helpful in the plan- 
ning of future exhibit material using films. 


NEEDS SALESTRAINING PIX 
Editor of Business Screen: 

In my various capacities as a 
salesmanager and salesman in the field, I have encountered 
slide films and motion pictures on various occasions and 
have been struck by the lack of organized distribution of 
these materials. As I understand it, many good films are 
produced which have general interest for various types of 
sales groups but I have not, until seeing a copy of your 
publication recently, encountered any lists offering films 
which I might show to my men 

Can you tell me if such material is available and where 
it may be obtained? 


Very truly yours, 
H. E. Daviston 


Bismarck, S$. D 
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films theater — quality brilliance— ommended as the most efficient foraver DATA BOOK 

project them on a Da-Lite Glass Beaded —_age projection requirements. It is avail- Gives you facts and charts 

i 2 ; . P on the light reflective prop 

Screen! Made by the leading manuiac able in many styles and sizes for use in erties of various screen sur 

turer of theatrical screens, Da-Lite Busi- halle. auditoriums. clubs — wherever faces, pointers on the care 

ness Screens with Glass Beaded surfaces ’ a : of screens and full details 
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bring out details and gradations of tone 
with remarkable realism. Da-Lite’s ad- 
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DA-LITE SCREEN COMPANY, INC. 
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clearer; yet there is no sparkling or glare. Dept. 7B, 2723 N. Crawford Ave., Chicago, Ill. , 

The beads are guaranteed not to shatter Please send your free screen data book. , 
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In a special section of Pathe’s 


film vaults are miles of master negative belonging to clients 
of the Commercial Department. All the skill and craftsman- 
ship acquired through three decades of Pathe picture-mak- 
ing have gone into these negatives — and from them, at 
a moment's notice, can be struck off new prints to be ship- 
ped wherever salesmanship is needed. @ Through seven 
years of putting up salesmanship in cans, Pathe has con- 
sistently demonstrated film’s potency as a selling medium 
— whether for direct merchandising, sales-training, dealer- 
promotion, or for public relations or visual education @ 
Pathe employs no sclicitors, but its sales-minded executives 
welcome talking to men with problems which a film may 


solve, and who have funds available for its production. @ 


\ 
PPATHE NEWS INc. 


FREDERIC ULLMAN, jr., Vice-President 


35 WEST 45th ST., NEW YORK CITY 
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@ FeATuRED IN THIS MONTH'S ISSUE 
are the writings and sketches of sev- 
eral noted industrial designers, Gil- 
bert Rohde, Raymond Loewy and 
Donald Deskey, who have contrib- 
uted interesting discussion material 
on the use of motion pictures in ex- 
hibits. Grover Whalen, affable presi- 
dent of the New York World’s Fair, 
has also graciously acknowledged 
the.extensive use of film projection 
at that forthcoming show and we 
have the word of Captain Claude 
Collins, director of motion pictures 
for the Fair, that business and edu- 
cational film material is playing a 
most important part in the promo- 
tion of the exposition. Altogether, 
with the interesting creative 
sketches by our own consulting 
design staff, Barnes & Reinecke of 
Chicago, some original suggestions 
on the use of motion pictures and 
slide films are apparently yours for 


the reading. 


IMPORTANT AMONG THE CONTRIBU- 
tions to appear in the next issue of 
Business Screen is a sequel to our ex- 
hibit discussions of the month in 
which Robert Shaw, director of the 
Museum of Science and Industry in 
New York City gives plenty of ma- 
terial on the use of films in the mod- 
ern industrial show. Portrait of a 
Woman, the remarkable motion pic- 
ture produced for S. H. Camp Com- 
pany and now being shown nation- 
ally to women’s groups is the sub- 
ject of an article. The feature of Is- 
sue Three will be an entire section 
devoted to the explanation of all im- 
portant processes of color now avail- 
able for motion pictures and slide 
films with thorough technical de- 
scriptions by the most competent 
color avthorities. An article on the 
extensive possibilities in the medical 
film field has already received the 
approval and endorsement of con- 
cerns in that field and will appear 
shortly. With the co-operation of 
the Alemite division of Stewart- 
Warner, our editorial staff has se- 
cured a good varn on their most in- 
teresting experiences with films. 
Among other important slide film 
stories are those on Standard Oil's 
program, another on recent Cooper 
films and the sequel to this month’s 


discussion on costs, ete. 
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OU can make your salesmen WINNERS—by showing them how other 
Y winning salesmen work. ‘Firing-Line Films'’—a brand new service —a 

newsreel-type talking slide-film every month—brings your salesmen 
factual, inspiring reports of the selling methods currently used by the most 
successful salesmen in America. No theories — no preaching — just facts —for 
salesmen — by salesmen. 


IRING-LINE FILMS show HOW! How the Winners put over selling points. 
EF... they demonstrate. How they overcome price resistance. How they 

close. And the Sales Manager's Guide that accompanies the films shows 
you—how to make the film work. How to put new life in sales meetings. 
How to generate and apply scientific salesmaking ideas. 


OU start to cash in right away! The stimulating ideas and thought- 
inlet suggestions in Firing-Line Films make poor salesmen more 

successful, and good salesmen more productive. Your salesmen will like 
them. You'll like them. And you'll both make money out of them! 


IRING-LINE FILMS are designed for YOU. They are sponsored and 

F endorsec by many of America’s greatest sales executives, under the 

leadership of R. C. Borden — symposium leader of the Round Table 
Programs of the Sales Executives Club of New York. 

The introductory fee is almost negligible. Write for a descriptive folder— 
still better, wire or phone today for a demonstration. 


AUDIVISIONL® 


INCORPORATED * 


285 MADISON 


y NEW YORK, 


12 


AVE. 
sw. ¥ 

















BUSINESS 


In a Lirrre Less than a decade, the usefulness 
and efficiency of slide films have amply demon- 
strated their value to business and education. 
No apologies need be given or asked for the 
medium which is daily proving one of the most 
valuable weapons in the training and selling 
programs of many great national organizations. 
Today, with the advent of fine color and many 
technical improvements in both projection and 
sound, the possibilities of the slide film have 
been tremendously advanced. 

First — consider the many fields in which 
these continuous strips of illustration are now 
predominantly successful. In the field of. sales- 
training, for example, the recent introduction 
of syndicated sales-training slide films (not- 
ably, the Firing Line series) has opened an en- 
tire new phase of training potentialities. The 
enormous group of smaller businesses employ- 
ing from five to fifty salesmen, sometimes oper- 
ating a small number of branch offices and 
which, heretofore, have been unable to afford 
the custom-built training film, are now to get 
excellent syndicated materials. In the depart- 
ment store, in other lines of retail dealer educa- 
tion and in almost every field of selling activity, 
the slide film is proving its useful and perman- 
ent place. 

Other fields of use include those of 
public relations and consumer education. 
In the several installments which will 
follow this comparatively general intro- 
duction (in subsequent issues of Business 
Sereen), many programs for large na- 
tional corporations will be discussed. The 
National Association of Manufacturers, 
Household Finance Corporation, Coca- 
Cola and Associated Wool Industries are 
sponsors of notable series in these fields. 
A slide film produced for a national pipe 
manufacturer, for example, proved to be 
a powerful factor in improving employee 
relations when it showed the lowly tobacco 
clerk ways and means of achieving new stature 
in his livelihood. More than 600,000° women 
have seen the educational slide films released 
by Household Finance which achieve good will 
through constructive advice on better home 
management. 

Another field of use for the slide film has been 
demonstrated in its extensive replacement of 
bulky charts and tables usually carried for 
technical lectures and sales meetings. One com- 
pany, International Harvester, makes a num- 
ber of films each year for this purpose alone and 
saves many thousands of dollars as well as the 
wear and tear on its executives. 

In general, when the question is asked, how 
am I to decide whether to use a motion picture 
ora slide film for my problem?—the question of 
cost is not the most decisive element. It is true 
that the slide film is immeasurably more eco- 
nomical since it consists of a number of “still” 


SCREEN PRESENTS: 






































1. The Extent 
oi Their Use 


This is the first of a series 
of articles on the use and 


appreciation of slide films. 


photographic illustrations to which a synchron- 
ized sound record is added. The printing of 
these “strips” of illustrations is comparatively 
inexpensive. The differences in usefulness are a 
great deal more definite than mere price indi- 
cates, for many motion picture producers will 
frankly advise the slide film and maintain ex- 
cellent departments for their production when 
such use is indicated by subject matter. 

This assertion is by no means a startling one, 
as indicated by the fact that many industrial 
concerns use both sound slide films and motion 
pictures. Each has its own peculiar qualifica- 
tions and limitations. In many ways, their dif- 
ferences are as wide as the differences separat- 
ing direct mail and radio advertising. 

What are these limitations and qualifica- 
tions? In what jobs does the sound slide excel 
and to what task is the motion 
picture film particu- 
larly well suited? 


have 


* In general, we 


found that where action 
is a predominant essential 
element in the proper pre- 
sentation of your story the 
motion picture is the 
proper medium. When 
that story can be as ef- 
fectively presented with a 
series of stills suplemented 
by the illusion of motion 
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THE CASE FOR 


SLIDE FILMS 


and the sound commentary, the sound slide is 
avery satisfactory medium to employ. 

Thus, in presenting sales promotional ma- 
terial involving methods of creating effective 
displays, the sound slide is admirably suited to 
the task. A sufficient illusion of action in dra- 
matically-posed stills stimulates interest in the 
production as a whole and is adequate. Win- 
dow-display methods of placing counter cards, 
mass displays, store “traffic” locations, et 
cetera, come in this category. Similarly, where 
a set of still poses of characters may be used to 
“highlight” certain points, this medium is en- 
tirely acceptable. 

For example, the clerk in a retail store may 

be shown proper ways of greeting a customer, 
of displaying stocks, et cetera. The narrative 
voice here performs the function of getting 
across the proper way of addressing the cus- 
tomer, putting over sales points, et cetera. It 
would, indeed, be foolish to “burn up” eighteen 
or twenty feet of motion picture film when a 
single frame would as effectively get across a 
single point. Similarly, if the picture is to be 
predominantly devoted to charts, drawings, 
graphs, and the like, the sound slide may be the 
more practical medium. 
* The best of the sound slide producers are 
frank to admit the limitations of the medium. 
When, for example, a narrative theme must be 
predominant in your story, it is usually essen- 
tial to have motion in order to sustain interest 
from sequence to sequence, 

Where equipment must be shown in opera- 
tion, the movie film is naturally more desirable. 
Thus, for a film on lubrication, a punch press in 
operation or a tire going through a number of 
processes involving motion, the moving picture 
is preferable. 

In general, it may also be said that, where 
movement of thought is relatively slow and 
good attention is to be concentrated upon a 
single subject, the sound slide film is preferable. 
If, on the other hand, we must carry our au-_ 
dience rapidly from one subject to another 
through a series of fast-moving, interrelated 
thoughts, the movie is to be considered more 
desirable. 

There are, of course, exceptions to all rules, 
and the above comments are not to be consid- 
ered final and binding. They are merely our 
observations on the successful slide films and 
motion pictures we have seen. 

It should also be noted that the major con- 
tent of your film problem should be established. 
Thus if it is predominantly composed of ideas 
best expressed in action, a motion picture treat- 
ment is indicated; but, if the majority of 
thoughts to be conveyed need not be expressed 
in movement, the slide film is the answer. 


(To be continued in Issue Three. Additional 


material appears on Pages 31-44-45) . 











iLL CERTAINLY GET 
MORE VALUE OUT 
OF MY FAMILY IN- 
COME AFTER SEE- 
ING THAT FILM BY 
HOUSEHOLD FINANCE 
CORPORATION.* 


oo a story to tell is the most important 
reason for producing a motion picture. Finding 
audiences to watch and listen is the most impor- 
tant procedure when the film is ready for release. 
Modern Talking Picture Service has a“packaged” 
distribution service, ready to arrange programs 
to meet the needs of any commercial film. 
Modern has men trained to handle your con- 
tacts. Modern has equipment — the 
best they can design. Modern has a 


reputation and performance record 







MODERY 
TALKING 
PICTURE 

SEAVICE 





* One of thousands of audience reactions taken at 


the 1894 showings so far staged by Modern Talking 


Picture Service for Household Finance Corporation. 


that will give you the highest dollar value 
from industrial motion pictures whether you 
want to give consumer shows — whether you 
want to distribute films to schools — whether 
you want to book one reelers in theatres — or 
whether you want to train your own men or your 
dealers with your own pictures or those which 
Modern distributes. = Modern Talking Picture 
Service is making movies produce 
profitable results for others — ask 


ee them how they can do it for you. 








MODERN TALKING PICTURE SERVICE, INC., NINE ROCKEFELLER PLAZA, NEW YORK, NEW YORK 


l4 

















ea 


— 


ee ee 











NEW FIELDS ror 


FILMS AT NEW YORK’S FAIR 


by Grover Whalen 


President, New York World’s Fair, 1939 


A New Hicu mark in the use of motion pictures for educa- 
tional purposes, for the betterment of living conditions, for 
the advancement of science, for the improvement of health, 
and for the distribution of the products of industry will be 
reached on the thirtieth of next April when the New York 
World’s Fair opens its gates. 

The largest number of film subjects ever to be assembled 
for a single enterprise will be shown upon the 1216 acres of 
the exposition at the New York World’s Fair site. A conserva- 
tive estimate of the number would be 350. Three hundred of 
these will be sponsored by the Fair itself. 

The greatest space ever devoted to the purpose of a screen 
will be used for the sound-picture portion of the presentation 
of the World of Tomorrow within the 200-foot Perisphere in 
the Theme Center where sixty million Fair visitors will be 
our guests at a magnificent portrayal of life in the future. 

The use of commercial films to demonstrate the value of a 
product, the scientific aspects of its manufacture, the preci- 
sion methods of its assembly, or its proper function in the 
scheme of life, will receive the most hearty impetus in the 
history of motion pictures. Even at this early date, dozens of 
exhibitors have advised us of their intention to include com- 
mercial films to highlight their displays. 

Not only will motion pictures be shown on the grounds, 
but in three instances they will be made at the Fair. Two 
other feature pictures, made on the exposition site with the 
Fair used as a setting, will be shown throughout the world 
concurrently with the operation of the exposition. 

Three hundred of the best short subjects available selected 
for their educational, scientific and health value will be ro- 
tated in a continuous performance open free to the public 
fourteen hours a day, seven days a week, in an especially con- 
structed theatre. 

In an area to be known as Children’s World, artists will be 
shown drawing the pictures to be incorporated in an animated 
cartoon feature. All steps in the manufacture of these pictures 
will be exhibited and the completed product will be displayed 
in a lounge nearby. 

A novel use of motion pictures will make possible another 
form of entertainment in the same area. Children will ride 
on ponies which will be walked on treadmills. As they ride, 
they will watch motion pictures of travel scenes so projected 
that the youngsters get the effect of riding along the paths 
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Rear screen projection of motion pictures tells the theme 
story in the Communications building at New York's Fair. 


Another view of the design by Donald Deskey on our cover. 


and through the streets of foreign countrysides and cities. 

A steady flow of newsreel subjects will be made on the 
grounds, featuring international dignitaries, important events 
and spectacular presentations. One or two newsreel theatres 
within the Fair will offer these films. 

Nearly every important exhibitor and dozens of smaller 
ones will include a commercial film in their exhibits, in many 
cases to complete the story of their presentation from the raw 
material to the finished product. 

A feature picture to be called “Cavalcade of America” will 
form an important part of the United States Government's 
$3,000,000 exhibit at the Fair. 

Still another effective use of motion pictures will be made 
by the designers of the Fair’s six huge, free focal exhibits 
where the screen will enhance the general effect by emphasis 
or will carry the thread of the story between the animated 
and mechanical portions of the show. 

For example, in the focal exhibit on transportation the 
story of transportation will be told by motion pictures thrown 
upon a wide, maplike screen, beginning with a film depicting 
the caveman trotting through an aboriginal forest, to be fol- 
lowed by shots of his immediate descendants learning to use 
a sled, and so on. When the films reach the story of transporta- 
tion as it exists today, a model rocketport will go into opera- 
tion as a climax to the exhibit. 

We are constantly expanding our plans for motion-picture 
participation in the Fair, but enough has been developed to 
make certain that we shall usher in a new era of appreciation 
of the power of this form of education and entertainment. 


Tue Ossective of the Petroleum Industry in 
its exhibit at the New York World’s Fair is 
to point out to the great masses of visitors that 
the Industry has done a good job. The pur- 
pose is typical. It is the objective of every big 
industry today to tell the story of the good 
work it has done, not only at World's Fairs, but 
year in and year out; and how to tell this story 
is a major problem of every big business ex- 
ecutive today. 

The story of oil — or of steel, or lumber, or 
coal, or railroads — is epic. Each is as exciting, 
as colorful, as dramatic as an Arabian Night’s 
Tale. But the story of accomplishment that in- 
dustry wishes to tell is also a story of service 
and public relations; and here we get into a 
maze of statistics and complex literary ideas. 
To tell these requires words and facts and fig- 
ures which the public will not read. This prob- 
lem leads inevitably to the motion picture as 
a medium, either alone or in combination with 
other dramatic techniques. Such a form gives, 
first of all, the spoken word, but most impor- 
tant, it is completely fluid — it provides liter- 
ally unlimited scope for the imagination 
dull facts can be clothed in exciting and amus- 
ing form. 

The need for such a versatile form was im- 
mediately recognized in the case of the Pe- 
troleum Exhibit; and since the telling of the 


story of service is the major objective of the 
exhibit, this dramatic performance was given 
the position of major importance. An entirely 
new dramatic form based upon the motion pic- 
ture was developed for the purpose, more flexi- 
ble and dramatic than any form ever before 
conceived, the character of which cannot, of 
course, be revealed at this time. 

The case of Petroleum is cited merely as 
typical. Since the objective of the industry 
and the problems of the service story are identi- 
cal with those of other industries, the predic- 
tion is made that other designers directing 
other exhibits will also make important use of 
dramatic form and that the World’s Fair may 
disclose nearly as many new and imaginative 
variants of the motion picture as there are im- 
portant industrial exhibits. One thing is certain 

- that the pictures to be shown at the World 
Fairs will open new horizons for the motion pic- 
ture for entertainment, educational, or com- 
mercial purposes. Exhibit technique will be 
greatly enriched by the application of this 
dramatic form, but the importance of the new 
revelations will far transcend their immediate 
value as Fair exhibits. A new formula will be 
disclosed for advertising and selling, for educa- 
tion, and for public relations purposes that 
merits the attention of all agencies interested 
in these activities. As new powers of the mo- 


tion picture are disclosed, new uses will be 
realized. 

I think that the motion picture will be 
taken as a matter of course in selling in the 
future. No one will think of planning an of- 
fice without a projection screen in comfort- 
able view of the executive’s desk. The office 
shown on these pages represents the exhibit I 
am arranging for the San Francisco Fair’s own 
exhibit. Its plan emphasizes the importance of 
the motion picture in the business world. 

Business executives may be skeptical of these 
forecasts of the importance of the motion pic- 
ture. When “commercial pictures” are men- 
tioned, they throw up their hands in dismay. 
“What! you mean one of those things like that 
salesman’s picture we made? I fell sound asleep 
at that. Who wants to see a lot of pictures of 
how our pipe is made?”; or “Ah, you mean one 
of those little boxes with those films that re- 
peat? Yes I saw one at the auto show. It showed 
an automobile skidding, or something. No, I 
don’t think we want that for our exhibit.” 

As it began in the classroom, the motion pic- 
ture was at first intended to be merely a statis- 
tical record of a physical event in motion. This 
beginning, in which emotional values had no 
play, seems to have established the idea that 
the educational picture couldn’t be different 
—and thus the development of a medium of 
unlimited dramatic potentials was stultified 
from the beginning. 

To gain a glimpse of the potentials of the 
motion picture at this time — before the Fair 
pictures are disclosed —we must forget all 
“commercial” or “educational” pictures that 
we have ever seen. The only thing that can 
give a suggestion of the latent dramatic values 
is a “documentary” film such as Pare Lorentz’s 
“The River” which sends shivers down your 
spine without the use of a single professional 
actor. Compare this to the usual “educational” 
film. For a suggestion of imaginative possibil- 
ities — but just the barest suggestion — we can 
point only to one or two Russian and Hun- 
garian films. 

Yes, that the business man does not show 
interest when we mention motion pictures is 
no mystery. The mystery is that they have re- 
mained undiscovered as an educational and ad- 
vertising medium for so long after they were de- 
veloped to a highly finished form as entertain- 
ment. But the prediction is that they are on the 
threshold of discovery as a new medium. 


x &® 


* Gilbert Rohde is designing the Petroleum Industry Ex- 
hibit at the New York World’s Fair, the focal exhibit 
for the Fair’s own Shelter Building, and several others at 
the New York Fair, as well as an invitation exhibit for 
the San Francisco Fair. 
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The Designer Looks 


at Motion Pictures 
by Raymond Loewy 


Tue INpustRIAL DesiGner has frequently been 
labelled a Showman. While his work has a far 
deeper and more important significance in the 
industrial world, his sense of the dramatic is 
often the element that makes a design click — 
it is that indefinable quality that we term 
visual appeal. The forthcoming World’s Fair is 
affording the industrial designer unusual oppor- 
tunities to make even broader use of this sense 
of showmanship and large manufacturers have 
been turning to him for original ideas in back- 
grounds and display. 

The creation of World’s Fair exhibits re- 
quires a highly trained and specialized tech- 
nique. The problems involved are entirely dif- 
ferent from any other type of merchandising 
or display. The most important thing to con- 
sider is the mental attitude of the person visit- 
ing a Fair. He is first of all in a kind of gay holi- 
day mood. While he is interested in factual in- 
formation and expects to derive some educa- 
tional benefit from a visit to a World’s Fair, he 
wants his information in the form of entertain- 
ment. 

A good exhibit must first of all attract at- 
tention. It must then hold that attention and to 
be successful it must create a lasting impression 

-put over a message — tell a personal story. 
In designing the focal exhibit for the Transpor- 
tation Building, we were confronted with the 
problem of telling the story of transportation 
progress in a terse but compelling way. We 
estimated that three minutes should be the 
maximum time allotted to the unfolding of this 
historical epic and it was decided to do this by 
means of the moving picture. Here was a me- 
dium that could tell a quick outline story in a 
dramatic and interesting way. 

The moving picture alone does not and can- 
not make a good exhibit. It must be supple- 
mented by other factors such as color, sound, 
movement, etc. as part of the exhibit. In ap- 
proaching the problem of an exhibit, the im- 
portant questions to be answered are: 

What is the problem? 

What are we trying to say? 

What is the best way to say it? 
If the story to be told is long and detailed, 
movies are undoubtedly the best medium. On a 
3 x 5 screen it is possible to give visualization 
to ideas that would require fifty times the 











INDUSTRIAL showmanship in *39 
by Donald Deskey_ - : 


Tue New York Worvp’s Fair of 1939 will, I believe, set a new high for exhibit 
technique. Static product display will yield place to the super colossal feature 
attraction. Manufacturers and industries are alert to the necessity of exhibits 
that possess consummate showmanship. The industrial designer, long schooled 


‘in the technique of product design, display and exploitation, has welcomed 


Exhibit Design as a new field in which he can utilize his experience and imag- 
ination. 

Every device for the dramatic presentation of products and ideas is being 
probed. The motion picture is being used in many cases as an important part 
of the display. However, the use of the.sound film alone isa standard theatre set- 
ting is nothing new to the visitor from the crossroads. But as an instrument for 


the visualization of ideas, it is being incorporated into more elaborate mechanical 


devices; stage presentations for industry with the motion picture as an integral 
part. ; 

In practically every exhibit of any importance which I have planned the 
motion picture is being used in some form or other. In my opinion new and 
dramatic uses of this medium will be revealed at the New York World’s Fair 
which will be a directional signpost for industrial showmanship of the future. 
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amount of space if some other medium were 
used. In depicting the various phases of trans- 
portation, one might, of course, resort to 
models, animated diaramas, living actors or 
posters and pictures. A World’s Fair exhibit, 


however, should in no way suggest a museum. 
Movies and newsreels have an educational and 
entertainment value and they easily lend them- 
selves to quick, dramatic presentation 


Focal exhibit for transportation at the New York Fair 


shows Raymond Loewy’s utilization of a tremendous 


screen (the world map) on which films 
depict progress in travel. 









































































































FAIR MOVIES 


Tue New York Worvp’s Fair is the first great 
exposition to undertake a definite program for 
the dissemination of its publicity through all 
mediums of the motion picture field. 

Under the supervision of our motion picture 
department an extensive program has been 
worked out and as a result several precedents 
already have been set in obtaining widespread 
screen publicity although the opening of the 
World’s Fair still is many months away. 

The motion picture publicity program for 
the Fair takes advantage of every avenue of 
the industry. Considered of first importance 
are the newsreels, both American and foreign. 
To properly serve these news film services an 
impressive set-up is planned to house their rep- 
resentatives. Several thousand feet of floor 
space in the Press building in the Fair grounds 
has been set aside to be used exclusively by the 
newsreels. As headquarters for the newsreels 
this space will be so divided as to prov ide offices 
for each of the five reels, with an extra office 
for use by foreign newsreel representatives. In 
conjunction with each office will be individual 
darkrooms to be used for loading and unload- 
ing cameras and magazines and for test de- 
veloping of film. Each reel also will have a store- 
room for camera equipment, film and lighting 
paraphernalia. There also will be a spacious as- 
sembly room for newsreel cameramen, sound- 
men, contactmen, electricians and helpers. 

Each of the five newsreels will have at least 
one staff sound crew assigned to cover the Fair 
as soon as it opens, who will be stationed in 
newsreel headquarters. Meantime each reel «]- 
ready has a regular contactman and sound crew 









These fair buildings feature films 

thove) Lucky Strike: Cosmet- 
ics; Textiles; Federal court and 
(right) the Petroleum Building 
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by Capt. Claude Collins, 
Director, Films, N. Y. Fair 


to cover preliminary activities at the World’s 
Fair. During the past few months these crews 
have been almost as busy as they will be after 
the Fair opens. No exposition, or any other en- 
terprise, ever before has gotten so much screen 
publicity in such a short period as has the Fair. 

Starting with the World’s Fair Preview and 
Parade on May 30th, on which the newsreels 
had more equipment assigned than to any 
other news story, this coverage has included 
fashion shows, novelty subjects, construction 
of the Fair, the recent visit and the two 
speeches made in the Fair grounds by Presi- 
dent Roosevelt, and lastly the Howard Hughes’ 
flight. Up to this time more than a score of sub- 
jects have been covered and released in the 
newsreels. These subjects have been shown on 
the screens of every motion picture theatre in 
America and in every other civilized country. 
It is estimated that more than 240,000,000 peo- 
ple throughout the world have now seen news- 
reel pictures of the New York World’s Fair. 

In addition to publicizing the Fair through 
the newsreels plans include the use of trailers, 
a nation-wide screen contest, educational pic- 
tures, travel shorts to be shown in clubs, col- 
leges and other schools; technicolor and black 
and white shorts to be released in theatres, and 
tie-ups with exhibitors to assist them in the 
production and exhibition of their pictures. 

To furnish news pictures for foreign news- 
reels and dissemination through other sources 
the Motion Picture Department of the Fair 
may in addition maintain its own motion pic- 
ture camera staff to be available at all times for 
feature and spot news assignments. 
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BEAUTY ARTS 








OF COTY, INC. 








Symphonies in 
CELEULOID 





Facep WitH two definite and difficult sales problems, Coty, 
Inc., turned to the sound-visual medium, which, in the esti- 
mation of W. B. Neuburg, was adapted to present and make 
real the intangible and subtle properties of perfume and of 
face-powder. 

The problems involved, first, the portrayal of the desir- 
ability of Coty perfumes; secondly, the offsetting of ill- 
advised propaganda. This propaganda, directed against all 
manufacturers of cosmetics by the guinea-pig interests, had 
caused Miss Schoolgirl and Madam Housewife to believe that 
the cosmetics for which they paid a dollar were worth in reality 
but a few cents. 

Not easy problems, these. Their successful handling, in the 
two Coty films Symphonies in Fragrance, and Air Spun, 
points to the versatility of the celluloid medium. 

Thousands of women and girls have witnessed the Coty 
presentations... the story of fragrances ... the breath of rare 
flowers, the silky-softness of powder whirled into the air at 
the speed of 1200 miles an hour .. . to provide luxurious beauty 
for the American woman. 

Allure, charm, grace, poise, seductiveness — these are por- 
trayed in the Coty pictures. Charming model “types” per- 
sonify the definite moods of certain perfumes. The subtle 
relationships between various types are brought out in a man- 
ner calculated to convince, and to sell. 

Symphonies in Fragrance evolves about musical patterns 
— keys, rhythms, melodic and harmonic patterns. The emo- 
tions are aroused, imaginations stimulated through picturing 
of appealing girl types, each of whom personifies a perfume 
“mood”. Music is used to form an interesting theme and in- 
troduction. Musical patterns are likened to the skillful blend- 


ing of rare essential oils, costly fragrances blended to produce 
the desired types. 

“Both music and perfumes produce moods — very subtle, 
but very real.” This explanation was offered by Mr. Neuburg. 
“The composer blends his melodic, rhythmic, and harmonic 
patterns. Similarly, the skilled perfumer blends his harmonies 
in fragrance.” 

To create interest and introduce a theme with possibilities 
of continued, sustained interest, Dr. Sigmund Spaeth intro- 
duces the underlying theme in Symphonies in Fragrance. He 
explains how a few basic musical notes may be combined in 
various patterns to produce whole compositions. He describes 
how various orchestral instruments, each with its own indi- 
vidual characteristic, or color, adds its contribution to the 
complete, well-blended symphonic composition. 

In a whirl of gay, kaleidoscopic patterns, the picture car- 
ries forward its theme. The camera takes us on a tour of many 
lands. We see attar of roses evolve from the rose plantations of 
France . .. voluptuous Spain with its own rare yields. Moods 
of laughter, languid peacefulness, seductiveness, spirited 
gayety ...each is woven into the musical patterns of the film’s 
sound track, with photographic composition matching each 
mood. The commentary brings forth the idea that perfume 
has its moods, that good perfumes are imbued with blends of 
fragrance which give them definite, desirable characters. 

“Perfumes”, states Mr. Neuburg, “are intangibles”. We 
must deal with their results, rather than with their physical 
properties. It is their romantic and emotional appeals that we 
seek to emphasize in Symphonies In Fragrance. This is a film 


for direct selling. We want the women who see it to say to 





themselves, ‘Well, maybe these perfumes can do something 
for me.’ 


“In setting out to do this film, we saw immediately the 
analogy between music and perfumes. We made that our 
theme. Both produce moods, you know. And very real moods.” 

Air Spun is shown along with Symphonies in Fragrance. 
To the latter picture was assigned an additional task. “Fo: 
the past few years”, Mr. Neuburg pointed out to a Business 


Screen representative, “women have been fairly deluged with 
literature from the Guinea-pig people. Various Consumers’ 
bulletins told them that the cosmetics for which they pay a 
dollar actually cost the manufacturer but a few cents — five 
cents for a container, six cents for contents. Of course these 
folks completely forget many items — such as the imposing 
expense of labor, research, and processing. The impression 
they seem to give is that cosmetics — even of the best sort — 
are turned out in the second story of a garage. 

“Thus was our problem outlined for the picture Air Spun. 
We were faced with the very realistic problem of showing peo- 
ple what goes into our product, how it was actually made... 
impressing them with the fact that Coty uses a special proc- 
ess of manufacture — the Air Spun process, which, incident- 
ally, cannot be duplicated by any other manufacturer. One 
way to have done this would, of course, be to have invited 
people to visit our factory. A simpler, and certainly a more 
sensible way, was to bring our factory to the people. And that 
is precisely what we have done in Air Spun.” 

Air Spun is a graphic screen portrayal of the part played by 
science in the evolution of new aids to beauty. Produced 
within Coty’s own hospital-clean laboratories, it shows how 
scientific research has brought about important innovations 
in the creation of new and superior cosmetics. “Our special 
machines are shown which spin powder in the air-floating 
process at the rate of 1200 miles per hour .. . demonstrated in 
operation.” 

How Coty Films Are Shown 
* The Coty films, each a reel long, are shown together on one 
program. Both are definitely sales films, with the company’s 
name and the identity of the packages clearly but appeal- 
ingly portrayed, the films being pervaded with a consistent 
air of femininity throughout. 

The films are distributed by Modern Talking Picture Serv- 
ice. There are twenty-six prints of each available, in 16mm. 
sound — placed in key cities throughout the country. Coty, 
Inc., pays the expense of distribution. Projectors and oper- 


ators are furnished by the distributing people. Monthly at- 





tendance and showing-reports being furnished. 

Large department stores are the principal exhibitors of 
these films.’ The pictures are generally fitted into a regular 
store program, the twenty minutes of film being incorporated 
in a fashion show, a lecture on home economics, or some other 
suitable presentation . . . offered in the auditorium, lobby, or 
special exhibition-place of the stores. Audiences are primarily, 
but not exclusively, composed of women. 

“Any organization which put intelligent effort into the pro- 
motion of the show drew good crowds,” was Mr. Neuburg’s 
comment. “The effect of the pictures was invariably soon 
made evident. Tie-ins were in many cases effected — such as 
the announcement, during the film showing, of free samples 
at the toilet goods counters. These directed the crowds from 
the showing place to a Coty display, with definitely-increased 
sales resulting.” 

Typical examples of the film’s reception and its effect may 
be found in the following reports: At the Wm. H. Block Co. 
(Indianapolis) the film was exhibited for three consecutive 
days before audiences averaging 2700. Standing room only 
remained in the Block Company’s auditorium. At the H. Lee 
& Company’s store in Allentown, Pa., the Coty films were 
viewed by more than 4,000 women. An audience of 1500 re- 
mained after a fashion show — specifically to see the pictures. 

In the Stern Brothers’ large New York department store, 
the film was presented for an entire week as sales-educational 
material for the staff — presented during the half-hour period 
before the store opened in the morning. 

Other shows have been arranged for women’s clubs, church 
organizations, home economics clubs, schools, college classes. 
King Cole — handling the distribution in New York City, 
gave a premiere showing in a certain New York City school 
and was subsequently deluged with requests for showings 
in a dozen other New York high schools. 








... All of which proves that sales appeal in a film is not in 
the least objectionable, provided that sales appeal is subtly 
and interestingly handled. No one can measure the exact 
amount of goodwill created by a worth-while, fascinating sales 
film. Nor can any one measure the exact effect of goodwill 
upon sales volume. But if “the honesty and integrity of its 
maker” is truly the Priceless Ingredient, then it appears that 
motion pictures have ahead of them a most important job, as 
in the Coty films, of showing the true-worth of this ingredient, 
thus creating the immeasurably strong sales stimulus of 


goodwill. 


1. Department store showings and layouts for motion picture exhibitions were discussed 
and illustrated in the inaugural issue of Business Screen. 
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AND YOUR OWN WORLDS FAIR 


* The major role which films of all types will play at both 
the New York and San Francisco expositions lends con- 
siderable credence to the idea that a good industrial mo- 
tion picture or slide film is, essentially, a modest World's 
Fair in itself. With celluloid and light business may cap- 
ture, on a worldwide scale, the theme of its existence, a 
reflection of its progress and a forecast of its future. These, 
basically, are the motives of the modern exposition which, 
with acreage and a galaxy of colored lights added, wins 
the attention of those millions of Americans who break 
visitor records at each succeeding show. So, take a tip 


EXHIBIT DESIGNS BY BARNES & REINECKE 





from the World's Fairs and for your next exhibit consider 
the usefulness of a motion picture or slide film projector 
for the telling of your business story. 

One complete exhibit area has been sketched on these 
pages by Barnes and Reinecke, design consultants for 
Business Screen, which involves many good suggestions 
for the use of film in any type of exhibit hall or display 
room. The influence of exposition design has made itself 
felt in many fields such as the department store, automo- 
tive display rooms, etc. and in these places projection of 
films may be easily adapted. Showmanship! This must be 


the keynote, the theme of all business exhibits whether at 
the annual sales convention or in your own store windows. 
Such an attribute need, by no means remain the sole 
property of a World's Fair exhibitor alone. Smart merchan- 
disers have learned that in glamor and romance and the 
unequalled interest of visual instruction there is real, solid 
“cash-register appeal — whether the item be gasoline 
for the family automobile or a household appliance. Prod- 
ucts, services are not limited to prosaic film treatment. 
The celluloid medium can dramatize so unimportant an 
item as a five-cent drink or sanitary cleaning rags for in- 








dustrial use . . . invest in regal raiments the most insig- 
nificant items and then display these items in a modern 
exhibit of real interest. 

The World Fairs have taught us that “The Show's the 
Thing!" These meccas of excited, fascinated people offer 
merchandisers real lessons . . . convince us that those 
methods which picturize, educate interestingly and which 
add the spices of drama and narrative ... are the ultimate 
in sales-appeal. So take a tip from the fairs ... and consider 
your salesroom ... your office .. . or your salesman as a 
potential World's Fair when you put films to work. 
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A SURVEY onTne use oF 


FILMS AT RECENT EXPOSITIONS 


THERE ARE, according to a comprehensive survey of past 
expositions conducted by a national projector manufac- 
turer, several distinct functions performed by films in ex- 
hibit work, closely paralleling their function in other forms 
‘ of advertising activity. It is important that the contents, 
length, form and presentation methods of exposition films 
be carefully considered in the light of the function the film 
is intended to perform. These functions may be classified. 

a) To attract attention of passers-by. 

b) To tell the story of the product exhibited. 

c) To sell that product to the audience. 

d) To teach others to sell the product. 

For the first type of use, just to attract attention, it is ob- 
vious that the film should be short, extremely striking, ob- 
trusive, its form much more important than its contents. A 
short animated talking picture cartoon, visible to people 
in the aisles, is typical of films serving this function. The 
second type, which is part of the exhibit itself, and fre- 
quently the major part, has a much wider latitude both of 
form and contents. The third type, the direct sales film, 
must be so designed that interest will be held clear through 
to the “clincher”. The fourth type is really a training pic- 
ture, and should be kept away from the general public. 


What Is the Job to Be Done? 


* The methods by which films are shown, and the equip- 
ment selected, are also conditioned by the kind of job that 
is to be done by the film. It does not pay to skimp on either 
film cost or equipment — the main consideration is that 
your story be told as it should be, with a maximum of 
quality and a minimum of interruption. 

In the more than five months of the Century of Progress 
Exposition of 1933 in Chicago, ten to twelve hours per day, 
and for 169 days, the equipment used received as much 
use as it would have had in from ten to thirty years of nor- 
mal business or educational usage. Furthermore, much of 
this use was under more adverse conditions of high tem- 
perature, dusty surroundings, unskilled operation, etc., 
than would normally be encountered. The cost of film and 
equipment is small in comparison to the price of exhibit 
space, fixtures, personnel, etc. It is therefore only simple 
economy to purchase the best equipment and to make 
adequate arrangements for maintenance — motion pic- 
tures are expensive only while they are NOT running. 

If the job is essentially one of attracting attention, of 





1. Attention: arrested by a striking projector unit 
2. Another type of exhibit projection for a wall 
3. The motion picture theatre with many exits 

4. Devote a Corner to your customers 

5. The pushbutton will be a favorite of visitors 
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“ballyhoo”, a very short sound film, shown right on the 
aisle, may be recommended; if a more extended educa- 
tional exhibit is wanted, quieter and less crowded settings 
should be arranged. At the Century of Progress, some 
projectors were housed in special cabinets, some were 
built into regular exhibit fixtures, some worked right out 
in the open with the picture projected across aisles or 
booth space, while others were concealed behind walls, 
beneath floors or above ceilings! Projectors may be in 
front of the screen or behind it, either in a straight line, or, 
where space limitation forbids this, with the use of mirrors 





16mm. project@ 
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* The following data was assemblea by the national pro- 
jector manufacture n machines but 
also giving consideration to other makes. It is supple- 
mented by the results of a questionnaire tabulated by an 
experienced industrial film producer, and attendance and 
other data furnished by exhibitors. It is thought that the 
actual experiences of motion picture users may be found 
helpful by those exhibiting in future expositions. 

The 16mm. projectors outnumbered the 35mm. ma- 
chines eleven to one. Twenty-two commercial users re- 
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the 16mm. set-up are: 

pb lower cost of prints and equi °) \ ni 
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machines. 


bp hazard, hence no restrictid 


(3) Much easier operation, hence no feauirement fort 
censed operators. 
(4) Much less bulk, hence conserving expensive exhibit 
space and fitting into difficult projection conditions. 
(5) Possibility of continuous-automatic and audience-con- — 
trolled or electrically-controlled cyclical operation. é& 
(6) Possibility of using “home made” or semi-professional 
16mm. films of installations, etc. 
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As to expenses — once the original negative is completed, 
additional prints on 35mm. film cost about $60 each, the 
same film in 16mm. width costs about $20. Anywhere from 
ten to thirty prints are used up during five months’ opera- 
tions, depending on the length of the film and other factors. 
As to fire hazard — only slow-burning (acetate cellulose) 
film can be bought in 16mm. width, therefore you KNOW 
you are safe. Municipal ordinances and electrical codes 
specifically exempt 16mm. projectors from license and 
other regulations. A quarter million such outfits are used 
with complete safety in homes, schools, hospitals, etc. 


HOW TO USE FILMS IN EXHIBITS 


Free access to the rest of your exhibit 
space should be a feature of your movie 


theatre layout to gain best results. 
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As to bulk — The over-all dimensions of a typical silent 
projector, set up ready to run manually, with 400’ reels in 
place, are 1342" long, 7%" wide, 18" high. With the 600’ 
continuous attachment in place, 19%" long, 16" wide, 
16¥%2" high. The projector aperture, from which all close 
measurements should be computed, is 7/2" from back of 
projector, 9¥2"’ from bottom, 6” from motor side, 22” from 
lamp side. 

The dimensions of a typical sound projector are only 
slightly greater — the machine itself in its carrying case 
measures 17” x 9%" x 15". With reels in place the over-all 
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, A rear-screen projection unit and comfort. 
@ able armchairs combine to offer an ideal 


retreat for the comfort of customers. 






dimensions would have to be increased only in length, by 
adding 202” for 400’ reels, 31°’ for 1200’ reels, and 33” for 
1600’ reels. Fitted with 600’ continuous attachment in place 
over-all dimensions are 30" x 16” x 1642”. 


What Advantages Has Sound? 


* For the first type of film usage — that of attracting the 
attention of the passerby — the great advantage of the 
talkie is obvious. Light and motion are the two basic eye- 
catchers inherent in the motion picture — to this the talkie 
adds sound, the greatest hallyhoo medium known. How- 
ever, the sound must be ciear, pleasant and well modu- 
lated, and stay that way. so that there will be no objection 
from fellow exhibitors who will certainly be up in arms if 
“sour’’ and uncontrolled sound is employed. 

For other types of motion pictures, the extent to which 
the talkie is superior to the silent film depends on the sub- 
ject matter, and on the conditions under which the films 
are shown. The great advantage of the talkie is that in ad- 
dition to showing your product you can tell the audience 
about it, always in the identical carefully-prepared words, 
with full recourse to the world’s finest music and to telling 
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CUSTOMERS 


sound effects which add a “fourth dimension” to exhibit 
salesmanship. 

By eliminating long explanatory titles the talkie gives 
about 25% more footage for your picture story, as well as 
overcoming loss of interest among people averse to read- 
ing. The footage gain is offset, however, by the greater 
speed at which talkie film is run. 


Continuous-automatic operation and control is practicable 
only where used with 16mm. projectors of highest depend- 
ability. For the 1934 Fair a new 600’ attachment was per- 
fected by a projector manufacturer for a standard model. 
This 600’ continuous attachment has proved to be so sat- 
isfactory, particularly in meeting the severe demands 
encountered in exhibit work, that it is the only type of 
continuous attachment which this company now supplies, 
whether the film to be run is 600’ or shorter. An automatic 
safety control stops the projector in case of film trouble, 
and push-button devices can be furnished to enable audi- 
ence or attendant to start a film cycle at will. Those con- 
tinuous projectors can also be arranged to fit right into an 
electrical or mechanical cycle-control-device, so that mo- 
tion pictures will serve as a definite part of some broader 


demonstration program. 
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Should the Audience Be Seated? 


¥*% Whether or not to provide seats for your audience while 
they are looking at your motion picture is a question that 
depends upon just what the film is expected to accom- 
plish, its length, its role in the rest of your exhibit, the lo- 
cation and amount of space available, and other factors. 

A short snappy ballyhoo film intended to bring peo- 
ple into an exhibit rather than tell the whole story itself, 
certainly does not call for seating arrangements. Some 
of the very best uses of motion pictures, such as those 
developed by Union Carbide with its seven projectors 
or by International Harvester (with five), provided no seats 
for their movie audiences. So great were the crowds in 
front of their screens that there would have been no room 
for chairs in any case. 

Experience at the Century of Progress proved that it 
was possible to hold a crowd for a 15-minute talking pic- 
ture piano recital without any seating arrangements — 
yet it may well be argued that the results would have 
been still better if seats had been provided. 

The survey furnished to Business Screen indicates that 
34 projectors played to seated audiences, while 53 did 
not. A producer's questionnaire indicates that 14 of the 
exhibitors replied that they had provided seats, while 13 
answered they had not. Of these latter 13, eleven replied 
to another question that the audience did not remain for 
the entire picture, whereas all 13 exhibitors who replied 
that the audience did remain for the whole picture are 
among the 14 who report providing seats. ‘Several ex- 
hibitors with small auditoriums seating from 24 to 224 per- 
sons reported that their theatres were filled to capacity 
during most of the Fair period”, states this questionnaire 
survey. 

When designing the original continuous attachment 
(150’) the projector company made a survey of crowd 
habits at various trade shows and found that on the aver- 
age a man would stand and look at a motion picture not 
more than 4 minutes. This determined the capacity of the 
projectors, 50% over this observed average, yet the users 
of the continuous attachments insist on longer cycles, 
even to four times the original film capacity. 

Crowd habits have not changed — if anything, people 
at so variegated a spectacle as the Century of Progress are 
less inclined to stand for long periods at any exhibit, even 
a talking motion picture. If it is necessary that your audi- 
ence be held to the finish of a picture longer than four 
minutes, possibly even longer than two minutes, it should 
be made as easy and as comfortable as possible for them 
to do so. Under such conditions seats are clearly indicated. 
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The modern designer can contribute many original ideas from which 
to build a suitable setting for the useful continuous projector. One of 
the dependable continuous machines now being marketed can be easily 
adapted to a cabinet such as Barnes & Reinecke have sketched above. 


This unit can be carefully matched to the design of the complete exhibit. 


The location of an exhibit also has a bearing on whether 
or not seats should be provided. Exhibits close to en- 
trances have less need for seating arrangements than 
those further away. As people tire they are drawn to 
those exhibits where they can rest while they look and 
listen. The wise exhibitor takes this into consideration, 
and gets much of the crowd that his less thoughtful col- 
league forfeits. 


What Size Pictures? 


* The size of screen image employed is also of serious 
moment. The effectiveness of a large screen is generally 
considered to be in proportion to its area, yet this should 
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by no means be looked upon as an absolute rule. The size 
of the screen depends on what the job is, and in what sur- 
roundings. A small brilliant screen proportionate to the 
size of a decorative pylon flanking a wide aisle may be 
more effective than a vast screen in a still more vast hall 
crammed with interesting floor exhibits. 

If a motion picture is to be the principal feature of an 
exhibit it must be shown on a size commensurate with its 
importance. If, on the other hand the picture is only inci- 
dental or contributory to a general exhibit, it should be 
fitted into proper scale. 

The size of the image is determined by the projection 
distance available, and the focal length of the projector 
lens employed. As a guide, the following table of screen 
sizes used at the 1934 Fair in Chicago will be of interest. 


SCREEN SIZE PROJECTORS 
Up to 12” 5 
12” to 20" 2 
20” to 30°’ 13 
30" to 40” 32 
40” to 50” 7 
90"’ to 60” 6 
2 


60" to 96” 
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PEOPLE LIKE 
PUSHBUTTONS 


The pushbutton is both a practical and interest-catching 
addition to the motion picture exhibit. Practical because 
it saves projector wear and economizes electricity it is 
also a never-failing curiosity attraction which gives the 
visitor chance to work something to his own satisfac- 
tion. Especially used with a continuous projector which 


automatically rewinds at the conclusion of the show. 


The breakdown of types of screen material used gives 
us the following picture: 
Beaded Screen Material for Direct Projection. .. 17 


Painted Wall SURIBGO «oc ccccccccicvecccsscs 15 
Translucent Fabrics, for Rear Projection....... 34 
Glass, for Rear Projection. ........ccccceccess 1] 


The lenses used to obtain these pictures, were of the fol- 
lowing focal length: 

3° —S; 2¥2"—3; 2" —29; 1 ¥2""—22; 1""—13; %""—7; .64'"—6; 
(all of these are generally considered standard lens) 

It should be noted that the 2” lens is the most efficient 
trom the point of light passed, and that the 1 /2"’ lens is only 
slightly less fast. 

The question of front projection or rear (‘"Translux’’) 
projection through a translucent screen material is also 
of interest: 

Front projection 32 
Rear projection 96 


EXHIBIT showmanship differs according to the product 
and the type of audience. The rules developed from ex- 
periences at Chicago's Century of Progress and disclosed 
in the survey above may easily be applied to the individ- 
ual problem. Readers are invited to address their prob- 
lems, with a sketch of the contemplated exhibit area or 
other space in which projection may be used if possible, 
to the offices of Business Screen. Competent, experienced 
technical assistance will be freely given without the slight- 
est obligation. In subsequent numbers of the magazine 
many additional applications of exhibit projection will be 
illustrated, including an article on the remarkable Museum 
of Science and Industry in Rockefeller Center, New York. 
Editorial credit is due to the technical staff of Bell & Howell and to Burton 


Holmes Films of Chicago for much of the valuable information con- 
tained in the survey presented this month. 
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PROOF 


If you want proof that Caravel 


Pictures get results, check with 





Atlantic Refining Company, Inc. 
Wallace Barnes Company 
Beck, Koller & Company 
Bethlehem Steel Company 

Black & Decker Manufacturing Company 

Calco Chemical Company, Inc. 

S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 
Congoleum-Nairn, Inc. 

Davis & Geck, Inc. 
Dictaphone Sales Corporation 
Eastman Kodak Company 
The B. F. Goodrich Company 
Jenkins Bros. 







Johns-Manville Corporation 
Kenwood Mills 
National Biscuit Company 















National Distillers Products Corporation 
National Lead Company 
Goodall Company (Palm Beach Suits) 
Raybestos-Manhattan, Inc. 
Socony-Vacuum Oil Company, Inc. 
E. R. Squibb & Sons 
Talon, Inc. 

U. S. Industrial Alcohol Company 


OR ANY OTHER CARAVEL CLIENT 











Anyone can Make a Movie... 
























HOSE movie shots you made of the baby, the dog, 
‘ie family outing are all interesting to you and 
your family. But—have you ever had to sit through 
an hour or two of the other fellow’s movie? 


So, too, that film you plan to make of your plant, 
your manufacturing processes, will interest your 
executives and employees. But—will it sell your 
dealers, customers, and prospects? 


Building a successful business film is a specialist's 
job. Back of every Caravel film is a staff of special- 
ists— writers, directors, and technicians with more 
than fifteen years of specialized experience. They 
command a modern studio—the latest cameras, 
lights, sound equipment. They have a decided flair 
for motion picture showmanship. 


Results continually surprise even consistent users 
of Caravel films: Six thousand new and desirable 
dealers! An order stepped up from 250 to 350 units 
(an increase of approximately $20,000)! Purchases 
by one of America’s largest stores built up from ten 
to fifty thousand dollars! 


How does Caravel plan its motion picture programs? 
An inquiry might prove well worth while. 












INCORPORATED 


CARAVEL FILMS 


New York e 730 Fifth Avenue e Tel. Circle 7-6112 
Chicago ¢ Tribune Tower ¢ Tel. SUPerior 3422 
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Scenes on this page are — the film “Selling America” and are re pro- 
duced by courtesy of the Jam Handy Picture Service and Frigidaire 


merica d 


From Tue Truty INSPIRATIONAL sales training 
sound motion picture, Selling America, recently 
released under the sponsorship of the Frigidaire 
division of General Motors comes a very great 
deal of thought for today’s selling and the sales- 
men whose job it is to do it. America’s first and 
greatest salesman, Benjamin Franklin, has 
been reincarnated to show how well his princi- 
ples adapt themselves to modern selling. But 
let a word synopsis of the picture story tell 
the rest: 

Ben Franklin did not claim that the rules 
covering his man-to-man relationships were of 
his own devising. He picked them up from men 


of wisdom who had lived centuries before his 


irst Salesman 


time. In writing them down for the benefit of 


his descendants, he realized that the passage of 


years would in no way affect their validity. And 
that they hold as true today as in Franklin’s 
time is the message of Selling America. 

They apply, with equal force, to every one of 
us In every walk of life —to salesmen of all 
kinds, to executives, to plant foremen, to doc- 
tors, to lawyers. The list could be drawn out 
indefinitely, as it would include everyone whose 
vocation involves, in any way, contacts and 
relationships with other people. 

Today, naturally, we might phrase the rules 
differently, put them in modern form, but their 
meaning would be unchanged: 


“Virtue is ob- 
tained rather by the use of the ears than by the 
tongue ... Put on the humble inquirer” — we 
should probably modernize as: “Get The Other 
Person to Talk — Ask Questions.” Neglecting 
to follow this, generally results in the failure to 
grasp what is in the other fellow’s mind — what 
his needs are, his interests, or, possibly, his com- 
plaints. Only by getting him to talk can we 
learn his viewpoint. 


The first rule, for instance 


Rule number two, “Argument is productive 
of disgusts and perhaps enmities” — we can 
bring that up to date as: “Don’t Argue.” How- 
ever great the provocation, arguing is to be 
avoided as an expensive, as well as risky, lux- 
ury. Once begun, there is no telling where an 
argument will lead — except that it will cer- 
tainly not lead to a satisfactory settlement of 
the matter under consideration. 

Rule number three, “In answering an opin- 
ion, observe that in certain cases or circum- 
stances, the opinion would be right” — could 
be expressed: “Answer With a‘ Yes, But’.” By 
using this technique it is possible to correct the 
misconceptions or erroneous ideas of others 
without offense, and without an argument. 

Rule number four, “Forbear all direct con- 
tradictions to the sentiments of others, and all 
positive assertions” — becomes today: “Don’t 
Contradict. Don’t Be Too Positive.” As Frank- 
lin learned early in life, failure to follow this rule 
sets up a feeling of opposition in the other per- 
son, frequently creates animosity, 

Rule number five, “Lose no time; but let each 
part of your business have its time” — is, in 
modern usage: “Don’t Waste Time — But Tell 
a Complete Story.” The effectiveness of: our 
dealings with others — whether we wish to ex- 
change ideas, goods, or service — is in direct 
proportion to the degree of thoroughness with 
which we make our presentation. 

Here, then, are the rules — rules as old 
history — rules that worked in the remote past 

rules that worked for Ben Franklin — rules 
that, given a chance, will work for you: 

1. Get the other person to talk —ask 

questions. 

2. Don’t argue. 

3. Answer with a ‘yes, but’. 

4. Don't contradict. Don't be too positive. 

5. Don’t waste time — tell a complete story! 
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The proof of the pudding is in the eating — and 
when prospects discover they can shave with- 


out practice and without a mirror, they cough 
up $15 with remarkable uniformity. 





A champion automobile salesman became a 
champion when he learned to make his pros- 
pects do the demonstrating. Now he just makes 
them find out for themselves just how much 
headroom there is in his car. 





A hard-boiled “looker” becomes an enthusi- 
astic buyer when he has pressed the keys, 
wiggled the controls, and in other ways dem- 
onstrated the key features of the new GE line 
to his own surprise and amazed pleasure. 


“HOW TO WIN SALES” 


Dale Carnegie sells the “free 





home trial” idea in this 72- 
frame sound slide film which is 

















used to pre-sell dealers on the 








principle of urging hesitant 








buyers to accept home demon- 








stration. Actual stories of other 





sales successes based on that 





principle are related. 








A salesman jora set of books had to repossess a 
set. He couldn't carry it a mile to the bus sta- 
tion — so he loaned it 


and found another 


customer. 


A New Sales Training 
Series of Slide Films 


Presented by the 


RADIO DIVISION OF 
GENERAL ELECTRIC 


Starring 
DALE CARNEGIE & R. C. BORDEN 


Pictures on this page through 


courtesy of Audivision, Inc. 





A weary vacuum cleaner salesman stumbled 
on a secret that made him top man in his own 
territory 


. guess what it was. 


R. C. Borpex, a member of the well-known 
sales training team of Borden and Busse and 


the famous Dale Carnegie are starred in two of 


three new sales training films recently produced 
for the Radio Division of General Electric and 


already used with outstanding success in the 


field. 


In the third of this new series, in which color 


(Continued on the next paye) 





Dale Carnegie says that some people are so 
“salesman conscious” that they get the jitters 
at the very sight of one. 





A woman who couldn't be sold an automatic 
ironer “because she could never learn to use 
one” signed the order without a struggle when 
the shrewd salesman got her in front of a 
machine and persuaded he r to 1ron a hand 
kerchief. 





A bicycle salesman creates a market by teach 
ing neighborhood boys to ride free. Some 
how or other, they soon find the money to buy 


their own bikes. 


“LET GEORGE DO IT!” 


R. ¢ Borden tells how sales 
men for electric razors, ete. all 
hang up sales records by per 
suading their prospects to dem 
onstrate the produc ts to them 
selves. This 80-frame slide film 
is used to impress dealers o1 
the value of GE sales features 
—all of which can be “worked” 
by the prospect 














16 mm. SOUND 
RECORDING SYSTEM 


A PROFESSIONAL 16mm. DOUBLE-SYSTEM 
SOUND RECORDING EQUIPMENT FOR INDUS. 
TRIAL AND EDUCATIONAL TALKING PICTURES. 


ALL A. C. OPERATION 
EXACT SYNCHRONIZATION 


RELIABLE COMPLETE 


READY TO OPERATE WITH 
YOUR SYNCHRONOUS MOTOR 
DRIVEN CAMERA 


oo 
1985, 
IMMEDIATE DELIVERY 
DEMONSTRATION REEL AVAILABLE 


me BERNDT-MAURER cone. 


117 East 24th Street * New Vork City 











Extra Effort 
and Care... 


in 16 mm. sound-film 
release printing from 
35 mm. or 16 mm. 
negatives results in a 
Business Film presen- 
tation of outstanding 
technical excellence. 


FILM LABORATORIES 


A DIVISION OF BERNDT-MAURER CORP. 
21 WEST 46th ST. - NEW YORK CITY 











SALES FILMS...cont’d. 





(Continued from Page 31) 


is used for the first time in a film of this type, 
E. H. Vogel, manager of the General Electric 
Radio section appears to make a straightfor- 
ward and enthusiastic presentation of the new 
GE line. The other two subjects, described in 
adjoining columns are for general dealer educa- 
tion use and with the two stars, make a real 
contribution to this field. Both of these are pro- 
duced in a dramatized style with sound and the 
photography is of the “candid” type note- 
worthy for its realism. The running time of 
Carnegie subject is approximately fourteen 
minutes; the Borden film is eleven minutes long 
with a slightly faster frame movement. 


* Word Magic stars Elmer Wheeler and his 
Tested Sentences That Sell technique. It isa 
feature length sales training sound motion 
picture. 

The adaptation and dramatization of the 
Five Wheelerpoints as brought out in the pic- 
ture, Word Magic, based on Elmer Wheeler's 
best seller, “Tested Sentences That Sell,” will 
help all persons in sales work. These word com- 
binations and selling methods are based on 
buyers’ reactions at the point of sale and anal 
ysis of selling situations. These have been tested 
on more than 19,000,000 people by Mr. Wheeler 
through his work with the Tested Selling Insti- 
tute. 

In connection with his development of the 
best probably selling sentences and techniques, 
it is pointed out by Mr. Wheeler that consumer 
buying motives are frequently entirely different 
from what the manufacturer, advertising man 
or salesman thinks they may be, and that a 
test in the field under normal selling conditions 
is necessary to determine constant percentages 
of consumer reactions to selling sentences and 
techniques. 

The scenario treatment of Word Magic, as 
developed by the producers, is unique as it 
enables them to release that portion of the film 
dealing with the Five Wheelerpoints, for rental 
as well as having them available as a prologue 
to additional reels developed for clients who 
later develop their own sales training pictures 
embracing the Five Wheelerpoints as applied 
to their own individual sales problems. 


* The development of syndicated salestraining 
sound slide films is a notable trend of the 
month. An excellent example of this type is a 
series entitled “Firing Line Films” which stars 
well known salestraining authorities such as 
R. C. Borden. Another series, now being re- 
leased in the Middlewest features the sales- 
training aids developed by the editorial staff 
of the Dartnell Corporation, business book and 
magazine publishers. 


Bz 





An example of the “Ask Which — Not If” 
formula, “Wheeler-Point #4° — the salesman 
asks, “Which do you prefer, Mr. Widgett?” 





The Clerk: “Yes, Madam, they're square - 

and they won't roll.” Back up your words with 
showmanship. This girl proves her points by 
dropping the clothespin on a slippery counter. 





An example of Wheeler Point #3 —“Say it 
with flowers.” The Clerk: “A five cent cigar? 
Or one of these two for a quarter ones — the 
kind that won't unravel in your mouth?” 





Clerk: “One egg, or two, sir?” Customer: “Eh, 
one will do.” And the clerk makes an added 
sale, the cash register gets an added nickel — 





See ee ait aeaaliaael 

















WITH PICTURES! 


(And we won't quote the old Chinese proverb!) 


Your complete sales story...compact 
‘ as a lunch box... for the price 
H of a good hat! 
SO LOW IN PRICE YOU CAN EQUIP 
EVERY SALESMAN...SO LIGHT AND 


SIMPLE EVERY SALESMAN IS 
DELIGHTED TO USE IT. 


‘ttl 


Ne 
k 
fe 
bs 
| 
: 


ONLY 


i POWERFUL 100-WATT 
PROJECTOR WEIGHS 


ONLY 624 LBS. SG s. 


Your office boy can 
easily make the slides 





from your 35 mm negatives 
at low cost with the equipment 
described below. 


ARGUS GLASS SUDE KIT 


oe 


Contains 24 pieces of 2”x 

selected clear slide Pal 
12 patented silver binding “ 
stickers, 12 film centering 
masks—sufficient for making Mad 
up 1 doz. slides... Price 7 5c. WP 


ARGUSLIDE BINDER KIT 

Includes one Arguslide 
Binder—a cleverly de- 
signed, patented device 
of aluminum and sponge 
rubber which semi-auto- 
matically seals the slide 
glasses together quickly 
and neatly—and six of the Argus Glass Slide Kits 
described above—sufficient for 72 slides (saving 
$1.00 to buyer of complete kit)..... Price $5.00. 











INTERNATIONAL RESEARCH CORPORATION - = = 


SALES MANAGERS! 
poewd loss Gad V0 SELL es 
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” VISUAL 


@ COLOR plays such an impor- 
tant part in merchandising today 
...why not show YOUR products 
in FULL NATURAL COLOR... 
dramatically, convincingly pro- 
jected, life size at a cost of onlya 
few cents a picture? This compact 
little case 4%4x8x9% containing 
the simple, attractive, streamlined 
ARGUS projector and 75 sales 
slides is all the portfolio your 
salesman need carry. With this at- 
tention-holding, sales-producing 
ARGUS Visual Sales Portfolio, 
he can show new models, new 


arg PORTFOLIO 


228 FOURTH STREET, ANN ARBOR, 








styles, new fabrics, new designs 
in black and white or natural 
color. The customer arrives at 
selections more promptly. Your 
salesman is quickly on his way 
for the next order. 

Use the Argus projector for 
training your sales staff. Have 
your salesmen use it for training 
distributor salesmen, jobber 


demonstrating your products to 
customer groups. Ask any photo- 
graphic dealer for a demonstra- 
tion. Write us for full particulars. 


F ih. 
salesmen, retail salesmen, and for Bg 















Light, compact, 
easy to carry. 






MICHIGAN 














Selling has long since been lifted 
from its rut of a mere order-taking 
technique. “The Show's the Thing!” 
acquires new significance. Industry 
has fast learned that motion pictures 
are a valuable tool in the sales-kits 
of its representatives. 

A good picture is most important. 
It must be carefully planned. It must 
be made by a reliable producer... 
designed to accomplish definite 
objectives. Showmanship must be a 
part of that picture. But showman- 
ship does not end there. For your 
picture also must project its message 
clearly . . . unhampered by any 
possible mechanical difficulties. 


THE DE VRY LINE 


lémm. Sound and Silent Projectors 
35mm. Sound and Silent Projectors (Port- 
able, and Permanent) 


bi 


1117 





ARMITAGE 


e NEW YORK 





Accompanying photos give a glimpse of crowds at various showings 
of “Stan”. Total attendance, in many cases, reached as high as 
2500—3,000. Note the enthusiastic audiences’ rapt attention. There's 
no doubt that “Stan”, the recent Standard Oil production, is going 
over big. And there's no doubt in the minds of Standard Oil officials 
that De Vry sound projectors are doing their part! 

Circle, below — A Standard Oil operator threads up his twin 
De Vry Sprocket Intermittents. These projectors are the ONLY 16mm. 
machines having the counterpart of the rotary Geneva Movement 
found in all theatre projectors. Results? Less wear on film. Protection 
of the delicate sound track. Smoother projection! 

Anticipate results by carefully building your motion picture 
campaign before its release. We are equipped to help you with 
your problems of production, distribution, and film showings. Write 
us today about your problems. Glad to assist with De Vry Industrial 
Consultation Service. INDUSTRIAL SERVICE LETTERS, too, sent 
monthly, no charge .. . Covers many phases of motion pictures and 
related problems. 
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Dem. Complete accessory lines. 


Smart merchandisers have learned 
they can count on De Vry projection. 
That is why Standard Oil, Allis 
Chalmers, International Harvester, 
the Ford Motor Company, and many 
other firms rely on precision-built 
equipment... made by a company 
specializing for 25 years in the manu- 
facture of projectors and cameras. 

They came, they saw, they heard 
—and they bought! Officials with 
their fingers on the pulse of sales 
know the answer. They know that 
their motion picture messages can be 
put over with all the vigor and reality 
put into them ... cn De Vry equip- 
ment. Let us help you secure theatre- 
quality shows. 


YOURS FOR THE ASKING! 


De Vry Movie News, no charge 

Report of the Nat'l. Conference on Visual 
Education — 50c per copy 

Industrial Service Letters, no charge 
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FOR TECHNICAL DATA, PRICES, 
ETC., ON EQUIPMENT DESCRIBED 
HERE ADDRESS MANUFACTURERS DI- 
RECT OR WRITE: THE SCREEN SERV- 
ICE BUREAU, 20 NORTH WACKER 
DRIVE, CHICAGO, ILLINOIS 


No SuMMER Do.pruMs have been experienced 
in the commercial and education projection 
equipment field insofar as new and important 
development work is concerned. Greater strides 
have been made this season than ever before 
and many improvements are noted. 


* From Bell & Howell Company comes news 
that Filmosound 138 is now regularly equipped 
with a new, more powerful amplifier which 
doubles former sound volume. 

This means that audience capacity is also 
doubled. Instead of showings being limited to 
about five hundred people, as formerly, the 
more powerfully amplified Filmosound 138 pro- 
vides sound volume ample to be heard dis- 
tinctly by audiences of a thousand or more. 

Bell & Howell states further that the new 
double-volume amplifier is now included in 
Filmosound 138 at no increase in the reduced 
prices recently announced. 


* Sound 


nounces a new slide-film sound projector cap- 


Projects Company, Chicago, an- 
able of running on a six-volt current. It may be 
operated by an auto battery, or the regular 
110 volt current, either AC or DC. 

Edward L. Foertsch, sales manager of the 
Sound Projects Company states that the new 
machine will give the same quality of perform- 
ance as the standard equipment of this type. 
“There is a demand,” Foertsch states, “for 
sound and slide-film equipment that can be 
used where the customary electrical outlets are 
not available. The new machine meets that de- 
mand. With it, users will be able to hold sales 


A typical ArgusScreen Kit provided by the In- 


ternational Research Corporation includes one 
of the new 100 watt portable Argus projectors, 
with slide box of 100 capacity and an adjustable 


projection screen 30” by 32”, all compactly en- 


closed in a sturdy protective carrying case. 


Priced complete at $30.00. 












NEW EQUIPMENT 

























A typical classroom scene ina modern high school shows an educational talking film projected by 
an advanced modern 16mm. Ampro sound-on-film projector. Representatives of this company 
report that ona recent visit to one of the world’s largest high schools they found projectors in use 
by classes preceding and following one they attended — while 2,000 students were attending the 
presentation of another educational talking film in the school auditorium. 


meetings, sales demonstrations etc. almost any- 
where. It will be particularly advantageous in 
the sale of farm equipment, mining machinery 
and similar ‘on-the-spot’ sales.” 


* The Victor Animatograph Corporation an- 
nounces that animatophone sound quality, 
which has consistently rated as 16mm’s finest, 
has been improved. 

Specifically, the changes are as follows: (1) 
Model 26 Universal (AC-DC) Volume in- 
creased to Nine Watts; 750 Watt lamp and 12- 
inch Hifidelity Speaker are now supplied as 
standard equipment. Price remains at $395.00. 

(2) Model 25AC —Old 10 Watt output 
“upped” to 18 Watts with 1 speaker, 30 Watts 
with 2 speakers. Price remains at $415.00 with 
Twelve inch Hifidelity P. M. Speaker. Extra 
speaker, $40.00. 

(3) Model 38 
speakers) Stepped up to 30 watts with 1 
speaker, 50 Watts with 2 speakers. A new 15- 
inch Hifidelity P. M. Speaker is now standard 


(Formerly 30 watts with 2 


equipment, $545.00 with one speaker; $595.00 
with two... .. Above wattage outputs are NOT 


based on any overload! With A. C. models, the 
full rated output is obtained with a maximum 
harmonic distortion of only 2 percent; says the 


company's recent release to Business Screen. 
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* Quantity dis 
counts, long a thorn 
in the side of pro- 
gressive equipment 
manufacturers, par 
ticularly in the 
l6mm. projection 
lines, are now sub- 
ject to careful regu 
lation and an im 
proved market con- 
dition is the result. 
The Ampro Corpo 
ration and other 
leading projection 


The new Filmoarc, Bell & 
Howell 16mm. sound-on 
film projector, in the ad 
justable-stand model. 
Three times as brilliant 
as the 1200-watt incan 
descent lamp Filmo 1380 
projector, this is tops. the small consumer 


manufacturers 
have announced 
terms of a “fair 
trade” agreement 


which protects both 


and the dealer in 
the matter of unfavorable price discounts to 
larger purchasers. 
* The Berndt-Maurer Corporation, manufac 
turers of 


a complete line of 16mm. direct 


*sound-on-film” recording equipment an 
nounces an increasing interest in this type of 


equipment on the part of business film users. 






SEE—HEAR 
SOUND 
an ee 
EQUIPMENT 
BEFORE 
YOU BUY! 


Model L-105 for audiences up to 500 
Other models for every use. 


Buy no slide-film sound projector until WEIGHS LESS 


you see this new line! Exclusive, patented EASIER TO HANDLE AND 
features insure finest projection and re- SET UP 
production — easier, quicker handling. 

TRIPCORD 
Endorsed by many leading users and pro- FOR SLIDE CHANGES 
ducers of industrial film. We invite inves- 


SELF-CONTAINED 
RECORD COMPARTMENT 


tigation and comparison on every point. 
Ask your film producer for details and 


demonstration — or write us direct. AC or DC CURRENT 


SUUND PROJECTS COMPANY 


3140 WALTON STREET CHICAGO 
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if 
The Drake offers every luxury and 
convenience of fine living on Chicago's 
Gold Coast, overlooking Lake Michigan. 


A. S. Kirkeby, Managing Director 


he Drake 


LAKE SHORE DRIVE - CHICAGO 











O. N. Wilton, export manager for Bell & Howell 
Company, examines his Filmo as he prepares to 
sail on an extended vacation jaunt to Europe 
with Mrs. Wilton. Bon Voyage! 








(Continued from 
Page 35) 
* Camera fans and 
sales managers every- 
where interested in 
the new vogue of pro- 
jecting their 35mm. 
miniature camera neg- 
atives on the screen 
can now entertain 


family and friends or 





use them in business 


in this way at slight ex- 


George K. Spoor, film pioneer and founder of 
the famed Essanay Studios, congratulates 
Herman A. DeVry on the occasion of the re- 
cent banquet in Chicago celebrating Mr. 
DeVry’s 25th anniversary. 


pense. This popular 
method of showing 
interesting shots to 
whole groups at one 
time without the in- 
convenience of passing around albums or loose prints is now brought 
within the reach of almost every miniature camera owner through the 
introduction of a clever, low-priced combination screen kit by the 
makers of Argus Speed Cameras. 

The Arguscreen Kit includes one of the new 100 watt portable CP 
Argus projectors, with slide box of 100 capacity, and an adjustable pro- 
jection screen 30” x 32” made of finest quality flexible movie screen 


material, all compactly enclosed in a sturdy protective carrying case. 


* Telco Color process announced this month at their plant, located at 
1257 N. La Brea Avenue, Hollywood, that this plant has started produc- 
tion of color prints for several major studios who are contemplating the 
use of the Telco color process for 1938-39 productions. 

Working from any set of color separation negatives, the new Telco 
Color print-processing machine is a mechanical color process in which 
color is applied mechanically and controlled electrically rather than 
being a chemical or imbibing process. 

Test reels have shown, according to the company, that Telco can 
produce uniform color prints with controlled color density, producing 
delicate pastel shades, coupled with natural flesh tones, and giving a 
rich brilliancy of delicate color, at a high rate of speed without loss of 
quality and with perfect register throughout a reel, having a black-and- 
white sound track. 

Telco first startled the film industry in 1936 when Universal's News 
Reel used the Telco Color Process to take pictures of the opening day 
ceremonies of the Dal- 
las Centennial, and six 
hours later showed a 
full color print of the 
festivities on the 
screen of the Majestic 
Theatre, in Dallas, at 
the same time that 
black-and-white pic- 
tures of the same 
events were being re- 
leased in other thea- 
tres in that city. 

Business Screen will 
bring a complete de- 
scription of this and 
other color processes 


in the next issue. 





























The Commercial Newsreel 


A Derinite Part of the editorial program of Business Screen, the pages 
of sketches and designs which appear each month on some phase of mo- 
tion picture use in business are the work of our design consultants, 
J. F. BARNES and J. 0. REINECKE, industrial designers. The nationally 
known manufacturers whom they serve, laid end to end, reach to bigger 
and better sales. And that, they 
will confide, doesn’t annoy them a 
bit, because while they are com- 
mitted to the policy of turning out 
the best designs in the best taste 
they know, they are at the same 
time sufficiently hard-headed busi- 
ness men to feel that the best test 
of product design is “will it sell?” 

Designing movie auditoriums 





and portable projection units Is not 
exactly a new field for our design- 
ers. Before they went into product J.F. Barnes and J.O. Reinecke 
design they were designing, manufacturing and selling permanent and 
semi-permanent displays and interiors for conventions, conferences and 
exhibits. They wound up this phase of their activity with a blaze of 
glory, designing twenty-five major exhibits for Chicago’s Century of 
Progress exposition. 

ANDREW BUCHANAN is the editor of the Gaumont-British Newsreel and 
an active participant in British film circles. He is also the author of 





several works on film production, notably, “Film Making, From Script For stop-action pictures, that show exactly what 
to Sereen” and “Films, the Way of the Cinema.” His article on “Can takes place . . . there is no substitute for SLIDEFILMS. Your 


sales message or employee training program, presented via 
; : : d : this medium will make a dramatic and lasting impression .. . 
on page 39 is a continuation of the dis- SLIDEFILMS, the ideal visual aid, serve best when 

cussion of British film trends in the com- 


mercial-documentary field SHOWN AT THEIR BRIGHTEST BY 


An abundance of editorial material, 


Business Use Realism?” which appears 


most of which descended on the offices 


"ay 
of Business Screen during the last weeks f) ad t ) 
of July at presstime presages some ex- & A 4 


cellent articles for the coming Issue 


Number Three. Modern Packaging 
Magazine has contributed a fine back- 
ground story on their film Over the 


Counter and Off the Shelf; Household 
Finance, Stewart-Warner (Alemite), 
Standard Oil of Indiana, Republic Steel, 
Edison and other outstanding organiza- 


The advanced optical system in each 
S. V. E. Picturol Projector reproduces 
every view on the screen at its bright- 
est and clearest, with details sharply 
defined. It is the result of 19 years of 
leadership in slidefilm projection 
equipment, by the originators of the 
slidefilm stereopticon. 
















Andrew Buchanan 


tions have cooperated in assembling re- 

markable case-histories of their film activities. 
Complete technical background material on various color processes does 
such as Technicolor, Cinecolor, Dunning Process, Brewstercolor, Dufay- With Sound 


. ee ' pag Specify S$. V.E. PROJECTORS 
color, Kodachrome and similar methods will be thoroughly discussed. : Sound Slidefilm Units 
The tremendous increase in interest accorded color by both motion pic- THOUSANDS IN USE m your ou 


. ‘ ; <i For brilliant pictures, utmost convenience in 
ture and slide film users has been justified by the excellent product now zane ante Se rede Z showing and adequate protection for your film, 
being turned out. hundreds of progressive com- be sure that your sound slidefilm units have 


panies such as Chrysler, Coca S. V. E. Picturol Projectors. Other projectors may 


















Cola, Crane, Firestone, Ford, look like S. V. E. equipment but none can dupli 
General Electric, General ‘ Saat é 
Foods, General Motors, Good- cate its patented features and time-proved supe 
° rich, Goodyear, Household Fi- rior performance. The interesting folder on Slide- 
“Men Make Steel” To Be Shown At Chicago — — a films entitled “Salesmen are Made” illustrates 
Council, Servel, Stendara S. V. E. Picturol Projectors for every require- 
An unconfirmed report received as Business Screen was Brands, Standard Oil, Stokol, ment. Mail coupon now for your copy! 
ot a ” = U. S. Rubber, Westinghouse 
y t ) LOT : vit ’ g ’ ' 
going to press for this month states the recent United Slices Beecae FREE LITERATURE — Mail Coupon! 
AE ahaa “i 
States Steel all-color motion pictures, Men Make Steel, 
7 ~ ~~ Ss st Et Ete ee ee ee ee ee ee ee ee ae cee fF 
have been booked to appear on the screen of the Chicago } cieeeesiniiiaiaein seabbiniliiis tats + Giese tents oitietiadins. tet vr 
° - ° ept. ’ . Lasatie ” icago, . 
Theatre, Balaban & Katz Loop deluxe house during Au- | . : = “ ad 
: : : 7 Send immediately your free folder ‘‘Salesmen Are Made’ describing 
just. This outstanding example of the best in industrial j ©: V- E: Picturol Projectors. 
film production has met with extremely favorable audi- | Tell us about your new S. V. E. Automatic Filmslide Take-Up. 
ence reaction wherever shown. It is discussed by Pare Name _ - 
Lorenz, movie critic of McCall's, on page six of this issue. I Firm Name ne 
: Address - 
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Consider the advantages of 20 North Wacker 
as your office headquarters in Chicago 
Within the walls of this great building are 
five luxurious theatres, seating from 75 to 
4,000 persons; a fine club with superb dining 
accommodations; floors of exhibit and display 
space! Here you can present your sales 
programs, project commercial films or even 


hold a good sized convention! 


20 North Wacker meets the growing demand 
among national business organizations for 
these complete accommodations under one 
roof. Efficient and economical office facilities 

unusually light and airy are available 
for large or small concerns. Plentiful and 
friendly service by a large and experienced 


staff is accorded here to every tenant 


Centrally located just outside the conjested 
area, 20 North Wacker soars 44 stories, 
over the neighboring business district. Prin 
cipal street car, elevated and motor coach 
lines to all sections of Chicago pass our 
front doors. Just a few minutes away are the 
Northwestern, Union and LaSalle stations 


and other principal railroad terminals 


Let us show you how 20 North Wacker can 
cut your convention and sales meeting budg 
ets how truly economical and efficient 
our superb office facilities really are —- why 
sO many great national organizations have 
moved their headquarters to 20 North 


Wacker in Chicago! 


Make your office headquarters near 
Chicagos finest sales meeting and 


convention facilities—now available at 


UATH WALKER DRIVE 






A typical small theatre 
within the 20 North 
Wacker Drive building 


Fine office facilities 






at economical rentals 


for desirable tenants 


Another unusual theatre 
for group meetings 


and business gatherings 


ADDRESS INQUIRIES TO THE OFFICE OF THE PRESIDENT - J.C. THOMPSON - 20 NORTH WACKER DRIVE - CHICAGO 
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Can Business Use Realism? 


ANOTHER VIEW ON THE BRITISH 
FILMS—BY ANDREW 


TuouGcu Brirarn has failed financially, not 
technically, to win success with her feature 
films; she has no equal in an entirely different 
class of picture which is growing in importance 
every day the Documentary. Now what 
is this kind of film all about? Why does it have 
such a ponderous, austere name? Because it 
provides evidence of existing conditions—good 
or bad. It presents facts, and dramatizes reality 
without falsifying it. It projects the soul of a 
nation instead of merely its supper parties. I 
believe, with a few others, that the true func- 
tion of film is to show what other media can- 
not, instead of always feeding on the legitimate 
theatre and the novel. Consequently, I favor 
Documentary films, because they feature real 
backgrounds instead of studio settings. 
Documentalists in England are a race apart, 
having little connection with the makers of 
fictional features. They work economically. 
Their overheads are not crushing. They utilize 
the living material around them. Their films 
are created out of industry, education, housing, 
travel, and all kinds of ordinary things. They 
contain no entertaining stories. The characters 
are real people going about their usual jobs. 
Therefore, the average Documentary lacks 
glamour. It must necessarily do so, but it ap- 
peals to people who prefer facts. Moreover, it 
is encouraging the film to establish itself as a 
medium capable of portraying material which 
no other can attempt to present. That is the 
vital point. The finest and most intelligent 


BUCHANAN 


Andrew Buchanan is 
editor of the Gaumont 
British News and famil- 
iar with the movement 
around which the many 
commercial documen- 
tary film activities in 
England are centered. 


craftsmen have concentrated upon Documen- 
tary film-making and industrialists and educa- 
tionalists are becoming increasingly film-con- 
scious by reason of those efforts. 

Many Documentary films are sponsored by 
great industries and corporate bodies, but do 
not confuse the results with advertising films. 
They are bigger than that—far bigger. The re- 
sources and ramifications of a nation can be 
projected clearly and dramatically by a well- 
made Documentary production. 

But I advocate carrying this vital work a 
stage further, for I contend that as on the one 
hand, we have failed, through possessing only 
a limited market, to make feature films which 
secure profits, and, on the other, have suc- 
ceeded in making first-class Documentaries, we 
should extend the work at which we succeed 
into the sphere in which we fail, and create the 
Fictional-Documentary film — that is, employ 
documentary principles to the creation of Fic- 
tional stories. 

What does that mean? That our features 
would be enacted against real backgrounds 





that could never be recreated in a studio. Make 


industry, city life and scenic splendour form 
the backgrounds against which our dramas and 
comedies would be enacted. It has been done 
several times. There is a film called The Edge 
of The World that is a fine example. Many 
American features have been framed by real 
istic surroundings, but the Documentary angle 
has not been sufficiently emphasized, and arti- 
ficiality has crept in as usual. The great expen 
sive system of making motion pictures has es 
tablished a belief throughout the world that 
there is only one way to make them, but the 
world outside the studio is offering an alterna- 
tive. In time, the pioneer work of Documen- 
talists will mould picture-making into new 
shapes, and backgrounds will star equally with 
the players. 

However, apart from the Fictional-Docu- 
mentary of the future, which will surely place 
Film in a category as being an independent 
medium of expression which has no need to 
borrow its material, the present perfection of 


(Continued on Page 43) 
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SOUND STUDIOS 


18 West Walton Place 
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distribution; 


eure of a 


2 film. Length: 30 minutes. Sponsor: 
Norfolk & : West tern Railroad. meatal by: Vo- 
caine og Historical narrative. Story: One 


hundred years of railroad history are tele- 

yped into this 30 minute sound slide subject 
which is unique in canal respects. First, an 
immense cast of 250 railroad employees was 
ised to depict the historical characters and, 
secondly properties were made in the railway 


yps. Distribution: In Norfolk & Western terri- 
ry, yng club groups, business and trade 
rganizations. Other showings on request. 


t am 





“YOUR reprangy "S$ VOICE” 

und slide film. Length: 20 minutes. Sponsor: 
ak York Te hone Company. Produced by: 
Vocafilm. Type: Public relations, educational. 
Story: The rrect way to use the telephone in 
business and personal affairs is graphically il- 
lustrated in this excellent training- YP e film. 


Particularly good for salespersons in depart- 
ment stores, clerks, etc. who need gox od" voice- 
approach” training. Distribution: Through 


ilestraining groups, department stores, etc. 
n request from the sponsor. 
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business and educa- 





“DOUBTING THOMAS goes to TOWN” 


Sound Motion picture. Length: 4 reels. Spon- 
sor: The United Fruit Company. Produced by: 
West Coast Sound Studios, N. Y. Type: Dealer 
education, primarily. Story: This picture starts 
off with a 2-reel prologue “Hands Across the 
Sea’ depicting banana culture Central 
America and a second picture of 4-reels tells 
the story of a grocer who has his business im- 
proved by modern marketing methods illus- 
trated. Distribution: Being shown to groups of 
grocers throughout the country. Display men 
and fruit market executives principally 


in 





“ROMANCE of INDUSTRY” 


Sound motion picture. Length: 7 
sor: Carborundum Company. Produced by: 
Audio Productions, Inc. Type: Institutional 
Selling. Story: This film tells the st of the 
discovery of carborundum and follows with an 
in pO resume of its widespt read applica- 
tions throughout industry, including authorita- 
on ‘dele data on ty products, Dis- 
tribution: Non-theatrical, school and engineer- 
ing groups principally, on request from the 
sponsor to responsible interested ups. 


reels. Spon- 
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etc. 
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For information concerning films described on these pages ad- 
dress producers or sponsors or the service bureau of Business Screen 





“PORTRAIT of a WOMAN” 


Sound motion picture. Length: 3 reels. Spon- 
sor: S. H. Camp & Company. Produced by: 
Caravel Films, Inc. N. Y. Type: Educational, 
consumer film, intended for women only. 
Story: Around the interesting theme of Camp's 
famous ‘Transparent Woman” is woven the 
theme of perfect posture and the importance of 
proper support garments is skillfully suggested. 
A Broadway cast of competent actors and ac- 
tresses make this a fine production. Distribu- 
tion: Through department stores, etc. to wo- 
men’s groups, exclusively. 





“THE TUTTLE TUGGER” 


Sound motion picture. Length: 4 reels. Spon- 
sor: Deere & Company. Produced by: Wilding 
Picture Productions, Inc. Type: Consumer; 
public relations. Story: Entertaining back- 
ground of the third public relations subject 
Nilding has made for 
two years. As usual, 


Deere & Company in 
the Deere product is 
brought in subtly and the story concerns the 
adventures of a ii salesman contacting buy- 
ers of farm implements. Distribution: Farm and 
rural audiences; « on request for such groups 


“MOUNTAINS of MARBLE” 


Sound motion picture. Length: 2 reels; 18 min- 


utes. Sponsor: The Vermont Marble Company. 
Produced by: Castle Films, N. Y. Type: Busi- 
ness education to interested trade groups, tech- 
nical men. Story: Visualization of the immense 
plants, quarries of the Vermont Marble Con 

pany and applications of its fine products in 
building, etc. A 20 minute film of a two weeks 
visit to ‘the plants. Distribution: Continuously 
exhibited by several traveling crews and by 
projectionists in all leading cities to architects 
builders and other interested groups. 





“BRINGING the CUSTOMER BACK” 


Sound motion picture. Length: 4 reels. Spon- 
sor: Talon, Inc. Produced by: Caravel Films, 
Inc., N. Y. Type: Dealer education. Story: The 
sound business lessons of good clothing mer- 
chandisers are accompanied by a narrative 
theme on the advantages of the slide-fastener, 
particularly in the men’s clothing field. Illus 
trations of _ merchandising — and 
of the good make this a valuable contribution 
to the menswear film libr ary -. Distribution: By 
projectionists to department stores, etc. 











“STEP UP SALES PLAN” 


Sound slide s. Length: varying lengths. 
Sponsor: (and ee Brok eanag- Inc. and the ” 
Dartnell Corporation, publishers. Type: Syndi 
cated salestrainin aati! films for general sale. 
Story: This new series, buil 


A 
of the sales authorities wk 


ii 
business publishers, contains a great deal 
commonsense sales training pointers. Now 
made available to groups who cannot afford 


Distribution: 
Sold in sets; information on request from the 
roducer or sponsor. 


specific personalized subjects. 





“A BETTER RUN FOR YOUR MONEY” 


— 2 reels. Spon- 

|. Produced 7” 
geen yonsumer sell- 
onstration of the Ethy] ‘ 


Sound motion picture. 
sor: Ethyl! Gasoline Cx n 
Audio Productions, In 

ing. Story: A dem 
in operation, featuring John D. Kennedy. The 
picture stresses 
adjustment as 


the } , nm { . 
the importance deal per motor 





Well aS note in yes In use Ol 


the Ethyl] gasoline produ " Dasctoations 
dealer and service station groups and other 
non-theatrical sh ys by arrangement with 


the sponsor upon written application. 
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All over the country. 


every day, cheerful, effi- > 


ey 
a! 


cient, smartly uniformed ™~ 





Postal Telegraph messen- 
gers are delivering sam- 
ples and other advertising 
materials—adding punch 
and emphasis to the sales 
messages of smart mer- 


chandisers everywhere. 


A breakfast food manufacturer distributed millions of samples hundreds of manufacturers, jobbers, retailers and agents during 
throughout the U.S. ...a hair-oil manufacturer tested the market the past six or seven years have used Postal Telegraph’s special 
for a new product... an automobile concern distributed in 1,100 messenger service as an integral part of their advertising and sales 
cities more than a million and a quarter invitations from its presi- promotion campaigns. 

dent to prospective customers to visit the showing of a new car... Here is a service, which for quick coverage of a nation, a sec- 
a nationally known manufacturer of surgical appliances tion, a city or a neighborhood, may be used to reach any 


distributed messages and show cards to more than 20,000 number of persons in a highly individualized manner—and 


drug stores in one day, tying into a national newspaper at a cost which is surprisingly low. A Postal Telegraph 





advertising campaign . . . and so it goes. Hundreds upon representative will call at your request. 


fostal Telegraph 


BUSINESS SCREEN IS DISTRIBUTED BY POSTAL TELEGRAPH MESSENGER 
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TIPS FOR BETTER SHOWS 





1. Screen ILLUMINATION: — Improper illumi- 
nation may be due to one or more of the follow- 
ing causes: dusty or dirty objective or con- 
denser lenses; misalignment of optical system; 
a soiled or inefficient screen; too long a throw 
for the light source available. Lenses should be 
cleaned before every showing with a soft cloth 
or Kleenex. Misalignment of optical system 
should be corrected by a factory expert. For 
most purposes the glass-beaded screen is the 
best. It may be washed, from time to time, with 
soap and water, or may be reconditioned at the 
factory. Wider angle lenses, although giving a 


larger picture, cause greater light dissipation. 


2. Goop Reets Are Cuearper THan New 
Prints — One of the most foolish “economies” 
of some commercial film users is the continued 
use of worn or bent reels, or flimsy reels. Costly 
prints should be protected, both in transit and 
during projection, by well-constructed reels, in 
good condition. 


3. Present A Vartep ProGram — Showman- 
ship — both in slide-film and movie presenta- 
tions — is a most important factor. This means 
a careful choice of film subjects and correlated 
program material. For both dealer shows and 
consumer shows, be careful to select films that 
will appeal to the group in question. If possible, 
preview supplementary films. It is often a good 
policy to add a brief comedy, 

other subject to slide-film shows. 


travelogue, or 


4. Cueck Line Voitraces — Operators should 


check up on line voltages when giving road 


shows. This is most easily done by removing a 
lamp from its socket and noting the reading 
thereon. Most amplifiers (sound slide or motion 
picture) are made for operating on 50-60 cycle 
current. For twenty-five cycle current, a special 
transformer on amplifier is needed. Note also 
that all amplifiers must be operated on alter- 





nating, not direct current. In the event direct 


current only is available, use a small converter. 


Hevpinc To Overcome Poor Acoustics — 
Acoustics of halls are by 
uniform. Experiment with various angles for 
speaker. If hall is wider than it is long, two 
speakers should be used, their beams crossed. 
Empty pasteboard cartons placed behind the 
speaker in “* structures often helps 
greatly to overcome reverberation. 


no means always 


barny” 


Protect Recorps AND FILM Strrips— Many 


a sound-slide been hindered 
through using a scratched record or badly 
scratched film strip. Film slide strips should be 
kept in their metal containers. It is a good idea 
to keep records within their envelopes at all 
times, and separated from loose parts, needles, 
etc., which might scratch or damage them. 


Documentaries — 


(Continued from Page 39) 
realistic production is interesting. 


showing has 


Industry, 
perhaps, provides the greatest chance to crea- 
tive people, for they make mechanical proc- 
esses seem as exciting as a car chase, by the 
ingenuity of their cutting, their dramatic cam- 
era angles, and the illustrative music which in- 
creases the general appeal. Britain possesses 
back- 
grounds in the world and is realizing that they 
offer ready-made screen material gratis. 

Thus film will ultimately be the means of re- 
cording reality, fictional or otherwise, and from 
each nation there shall flow films which could 
not have been made in any other nation, yet 


some of the loveliest and most historic 


possessing world appeal. Just how important 
that is may be realized by pointing out that 
a film made in Britain is by no means a British 
film, if it has been produced entirely within 
studio walls. 
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JOHN R. FREULER 


Invites You ‘ 


TO TRY THIS 
UNIQUE LABORATORY SERVICE 


SPECIALIZING IN 
THEATRICAL, INDUSTRIAL, 
HOME MOVIES 
AND SLIDE FILMS 


Our scientific laboratory equip- 
ped with automatic developing 
machines, printing machines, 
picture and sound track reduction printers, cut- 
ting rooms and projection rooms and our per- 
sonnel with 30 years active service in the mo- 
tion picture field guarantee you both skill and 
speed. Our capacity . . . 35mm. and 16mm. 

. is 1,000,000 feet per week. 

You won't appreciate how excellent your pho- 
tography is until you have American make your 
prints. Ask us to quote on your next job. 





SPECIALLY CONSTRUCTED VAULTS 
FOR FILM STORAGE 


American Film Corp. 


6227 N. BROADWAY, CHICAGO 


PRODUCERS . . . LABORATORIES . . . DISTRIBUTORS 
4 4 ty ty te ty te ty ty te, te, he, te, te, th, th, hh 


11,500 


PERSONS STOPPED 


before one grocer’s store window, while only 


654 


paused at the grocery 








window next door! 


WHY? 


Because THE NEW DAY 
LIGHT REPEATING 
MOVIE PROJECTOR is a 
revolutionary SYSTEM of 
point-of-sale advertis- 
ing. Clocked by one of 
the Nation's leading ad- 
vertising agencies — 





A DETAILED BREAKDOWN OF THIS SURVEY 
WILL BE SUPPLIED ON REQUEST 


It is of value to every advertiser in America 


The DAYLIGHT REPEATING PROJECTOR gives a 
clear picture — even in bright sunlight. Long 
film life. Silent. One minute interlude, auto- 
matically, between each show. 


LET US DEMONSTRATE IT FOR YOU 


National Sales Representatives 


WEST COAST SOUND STUDIOS, INC. 
510-22 West Fifty-Seventh Street 
New York Circle 7-2062 a. ¥. 


Producers Of Sound And Silent Pictures For 
usiness Purposes 

















Safety Lessons We All Need 


NATIONAL SAFETY COUNCIL FILM 


WAGES 


Arrer Eicutr years’ experience in augmenting 
safety training with silent films, the National 
Safety Council has just produced a sound slide 
film which promises to be an outstanding first 
in a new series for industrial distribution 

This test production, dedicated to the pre- 
vention of accidents by falls, is quite appropri 
ately named, “The Fall Guy”, and was planned 
te fill a definite need since 26,000 people wer 
killed by falls in the United States last vear. 
Fatalities due to these accidents average seven 
tv-three daily. 

Since June Ist, when this production was 
completed by the producer assigned to the job, 
the National Safety Council has been swamped 
by demands for industrial showings. Although 
only an eighteen-minute talking fili::. composed 
of eighty-three frames, “The Fall Guy” « arries 
a load of human interest. Public acceptance has 
even exceeded the hopes of E. 1. Woodbury, 
Assistant Art Director of the Council, who 
championed the film cause through his organi 
zation’s planning conferences. It was found 
they had given industry something that filled 
a great demand and yet at prices hitherto un 
heard of in sound film. Members of the Na 
tional Safety Council were offered this addi 
tional safety service at the low cost of $7.50 for 
film and record. Or copies could be rented at 
the very small charge of $2.75 for the first week 
and $2.25 for each additional week. The fact 
that the National Safety Council is a non-profit 
organization made these prices possibl 

Just a short paragraph in the June issue of 
the “National Safety News”, the Council's 
magazine to industry, created such a large re 
sponse that a re-order of prints and records 
was necessary to fill the demand. One hundred 
and seventy-five copies have been distributed 
to date. It is. estimated that to date over 
£00,000 workmen have seen this entertaining 
and educating subject 

As may b 


in this issue, a unique treatment of presenta 


seen in the edited film published 


tion Is adopt d which contributes to sustained 
interest and arouses emotions. For the most 
part, the production is a dialogue between a 
careless worker, who becomes “The Fall Guy og 
and Death as symbolized by the skeleton. The 
careless worker falls from a stack of boxes and 
strikes his head a terrific blow. It is while in 
this state that he has a dream which results in 
a rendezvous with Death. The conversation 
with the skeleton might have been very gru 
some and revolting under less capable dire 
tion, but the skeleton’s voice is light rather 


than gruesome and the film avoids becoming a 


WAR AGAINST HAZARDS 


slapstick burlesque to become a modern fable 
in fantasy. The skeleton is even witty at times 
and refuses to take seriously the workman’s 
vows to be careful in the future. Throughout 
this clever dialogue the various causes of dan- 
gerous falls are revealed by word and picture, 
and ways of prevention are clearly pointed out. 

The film carries enough human appeal to 
balance its safety training points which carry 
a real message for any assembly of industrial 
employees. However, it is excellent for children 
as well, for it shows how falls kill and injure 
people, not only at work, but at home, on the 
street, or at school. 

Organizations that have shown the most in- 
terest in securing this production are various 
industries, transportation and insurance com- 
panies, schools, local safety councils, chambers 
of commerce and departments of municipal 
government, although it was planned originally 
for industries alone. Of course, distribution 
will be made through these local organizations, 
who either have their own projection and 
sound equipment or rent it locally for the pur- 
pose at $10.00 a week. 

Naturally, “The Fall Guy” has paved the 
way for an entire safety series and the National 
Safety Council is already planning the second 
sound slide film which will be devoted to in- 
fections and infected wounds. This picture is 
planned for release about September Ist and 
will have considerably more frames. After that, 
the Council will produce four talking safety 
films annually to educate the careless in indus- 
try, business, school and home. And with ideas 
as clever as those in “The Fall Guy”, sound 
slide film should do the job well. 





THIS IS A SLIDE FILM > 


With a few final scenes excepted, an entire 
slide film is presented in the adjoining strips, 
illustrating the photogravhic methods used in 
this visual medium. Together with its all-impor- 
tant sound record, the slide film merely consists 
of a series of individual scenes nrinted together 
on a convenient strin of celluloid. But this con- 
tinuous strip, possessing no actual motion effect, 
has a rare magic of nersuasion which makes it 
an ideal medium for economical presentation of 
sales training material, actual sales portfclios, 
and for many other uses. Today, with color as a 
fourth dimension, it is achieving vast new 
significance. (Scenes from “The Fall Guy.” pro- 
duced for The National Safety Council for gen- 
eral industrial distribution.) 
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(Continued from Page 13) 

®Wuite Sates MANaGers are pulling their 
hair out by the handfuls these days and worry- 
ing about the inefficiency of their sales forces, 
one of the leading slide-film producers joins 
forces with the Dartnell Corporation to launch 
a new program of sales training that is har- 
nessed to the medium of visual-auditory edu- 
cation. 

Tests have shown that salesmen seeing a 
talking slide-film remember five times as much 
as they do hearing a lecture. So the Dartnell 
Company, who have spent more than twenty 
years in gathering and disseminating selling 
information, have collaborated with a commer- 
cial slide-film concern to produce a syndicated 
service of sales training through this medium. 
It consists of a series of eight 15 minute pro- 
ductions, each dealing with basic fundamentals 
necessary to successful selling. “The Step Up 
Sales Plan”, as it is called, teaches salesmanship 
as applied by successful salesmen in many lines 
of industry. Covering many lines and types of 
products and showing the successful methods 
of thousands of salespeople throughout the 
country, the series is readily adaptable to any 
tvpe of business and any kind of sales person. 

True, big industry has for years afforded its 
own private slide-films devoted to sales recruit- 
ing, dealers’ organization and even sales train- 
ing. But the entire company’s program of 
training and an elaborate background of the 
institution were often crowded into one 20 min- 
ute production. No salesman could possibly di- 
gest the meat of the story in less than a dozen 
showings. Each of these training films is de- 
voted to a single step in the presentation of a 
time-proven sales procedure suited to any com- 
modity or service. 

Statistics tell us that 30% of the men on 
every sales force make 70% of the sales, while 
70% of the salesmen make but 30% of the 
sales. If it is possible, through effective visual 
media for this great 70% to be fundamentally 
trained and improved, the future of American 
Industry will rest securely on the capable 


shoulders of the nation’s salesman. 


A scene from the recent historical slide film 
produced for the Norfolk & Western railroad 
for local Southeastern distribution. (reviewed 
on Page 40 of this issue) 











business 
or pleasure 


it is Results you 
want. .so select the 


RCA 16 mm 


Sound on Film 


camera and be assured of get- 
ting results you can be proud 
of ... Bass engineers have 
perfected accessory apparatus 
assuring you of successful work 

- made as easily as “silent 
films”. Our special department 
for 


Industrial apparatus for 
making moving pictures 


is at your service. Come in or 
write us of your needs. 


Write for special Cine Bass 
Bargaingram No. 234... . list- 
ing thouscnds of items 8 and 
16mm. — sound and silent... 
all real values. 














179 West Madison Street 
CHICAGO. ILLINOIS 














WW, 


Mr. cAdvertiser . 


When you contract for space in a news 
paper, trade paper or magazine, you anc 
simply leasing white space to serve you 1n 
selling. What goes into that white space is 
what determines the result you obtain. 

You make a dandy layout. You make a 
fine halftone, you carefully go over your 
copy. After it’s set you're disappointed. 
Why? Because the typographer did not 
interpret your message correctly. It takes 
lots of training and artistic ability to be 
able to put type together in such a way 
that it tells a good story 

Here at Advertising Typographers we 
have the training and the artistic ability to 
interpret your message and present you! 
story in the best possible manner. Let us 
do a Typography Job for You and see if 


you don’t like the way we do things. 


ADVERTISING TYPOGRAPHERS, INC. 
341 EAST OHIO ST. TEL. SUP. O8I13 
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NEW PUBLICATIONS 


Copies of which may be obtained, 
without any obligation, simply by ad- 
dressing the Screen Service Bureau of 
this magazine at 20 North Wacker 
Drive, Chicago and attaching your let- 
terhead or card to a clipping of this 
column. 
> ‘Geary 


REEL NEWS, a tabloid newsmagazine pub- 
lished by Wilding Picture Productions, 7635 
Grand River Avenue, Detroit, Michigan con- 
tains interesting informational material on 
films in production. 

PLEASE FORWARD THE ABOVE TO ME CJ 


INDUSTRIAL SERVICE LETTER, a monthly 
publication issued by the DeVry Corporation, 
1111 West Armitage Avenue in Chicago of- 
fers helpful personalized pointers on the use, 
distribution, etc. of your industrial films. Sent 
on request to executives. 

PLEASE FORWARD THE ABOVE TO ME [] 


WE SECOND THE MOTION, is a well- 


illustrated 36-page book of “pointers and. 


suggestions for those who produce their own 
business motion pictures” and is issued by 
Burton Holmes Films, Inc. at 7510 North Ash- 
land Avenue, Chicago. Sent to interested 
firms and individuals upon written request. 


PLEASE FORWARD THE ABOVE TO ME LJ 


VICTOR ANIMATOGRAPH COMPANY of 
Davenport, lowa publishes an interesting 
catalog of modern 16mm. projection equip- 
ment which contains much helpful informa- 
tion. A film directory is also published an- 
nually by this well known equipment con- 
cern. Address them directly or write our 
Screen Service Bureau for equipment cat- 
alog material. 


—_ 
PLEASE FORWARD THE ABOVE TO ME LJ 


PROCEEDINGS of 8th SESSION, National 
Conference on Visual Education and Year- 
book on Visual Education. An authoritative 
document containing the speeches and pro- 
ceedings of the 1938 Conference in Chicago 
and a yearbook section containing valuable 
data on recent developments in the audio- 
visual education field. Circa 130 pages, 
bound in heavy cover stock and priced at 
50c a copy. Address the National Confer- 
ence of Visual Education at 1111 West Armi- 
tage Ave., Chicago. 
PLEASE FORWARD THE ABOVE TO ME 


EDUCATIONAL FILM CATALOG published 
by H. W. Wilson Company of New York with 
periodical supplements contains listings of 
pictures released for educational distribu- 
tion. This splendid record contains accurate 
and fairly complete records of films in this 
field. Address the H. W. Wilson Company, 
950 University Avenue, New York City. 


. 
PLEASE FORWARD THE ABOVE TO ME L] 


Mail this with Card or Letterhead to 


SCREEN SERVICE BUREAU 


20 NORTH WACKER DRIVE- CHICAGO 





TEAR OUT PAGE ALONG THIS LINE AND ENCLOSE WITH CARD OR LETTERHEAD ADDRESSED TO BUSINESS SCREEN, 20 N. WACKER DRIVE, CHICAGO, 
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Close-ups and Long Shots 


THE NEWS REVUE OF.THE BUSINESS FILM WORLD 


(Continued from Page 6) 

*One of the significant statements of the 
month is contained in this excerpt from the 
recent report of President Hutchins of The 
University of Chicago, which under the heading 
of “New Developments” calls particular atten- 
tion to the progressive work being done on the 
University’s extensive film program. The state- 
ment is an ideal summing-up of the University’s 
progress in this direction. 

“In 1932 the University entered upon the 
production of educational sound pictures with 
Erpi Picture Consultants, a subsidiary of the 
American Telephone and Telegraph Company. 
Twenty-eight pictures have now been made; 
two more are in production. They are used in 
schools and colleges all over the country, and 
are a regular part of the instruction in our own 
general courses. The University has made a 
valuable contribution to the development of 
new methods of teaching and one which is 
certain to be more and more important as a, 
complete film library is built up. The saving of 
time, money, and effort; the improvement in 
instruction which the pictures make possible; 
and their effectiveness as teaching devices all 
point to widespread use of this medium at all 
levels of education.” 


* The new $250,000 plant of Cinecolor is now 
being built in Burbank, California near the 
Warner Brothers studio. The two story build- 
ing will have 24,000 square feet of floor space 
and facilities to handle a million feet of film 
weekly. A. J. McCormick is president; Howard 
C. Brown, vice-president of the concern. 


* Ted Eshbaugh Studios, Inc., 35 West 45th 


Street, New York City, announce that William 
may be the man 


YOU ve want’. 


If you are a contact man of execu- 
tive stamp and advertising account 
executive type, experienced in com- 
mercial motion pictures and slide- 
film sales training programs — and 
capable of meeting on an equal 
footing executives of large com- 
panies, a letter telling WHY you are 
the man we want may lead to an 
adequate straight-salaried position 
with a large producer. Appearance 
must convey impression of forceful 
maturity. Man of large stature pre- 
ferred. Send photograph and com- 
plete details about yourself. Our 
organization knows of this ad. Box 
23 Business Screen Magazine. 
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Russell, N. B. C. baritone, has been engaged as 
narrator for a series of commercial animated 
cartoons for the Aetna Life Insurance Com- 
pany arid the National Carbon Company. 


* Something new in commercial film produc- 
tion will be released shortly by Caravel Films 
of New York. A world-famed troupe of puppets 
have been cast as the principal stars of a new 
film series for a national account and some 
entirely fresh and original effects are the pleas- 
ing result. 


A last-minute news release received from 
Electrical Research Products, Ine., announces 
the perfection of a new 16mm. sound film re- 
corder which is now ready for the industrial 
and educational film market. 


* In its eighth session the National Conference 
on Visual Education and Film Exhibition drew 
a gathering of over 600 enrollees. 

Outstanding visual educators, motion pic- 
ture executives, industrial film producers, and 
representatives of various commercial organi- 
zations using motion pictures met June 20 to 
23 inclusive, Chicago, to view the latest educa- 
tional and commercial film releases. 

Among the films exhibited were: German 
North Sea Coast by Fred Semb of the German 
Railroads, Chicago; Fireman’s Fund Insurance 
Co.'s Remember Jimmy; DeVry School Films; 
Social Security Board’s Today's Frontiers; 
WPA’s films Hands and We Work Again; In- 
ternational Harvester Co.’s Modern Education 
at Beaverton Consolidated Schools; Borden- 
Wieland’s The 80 Years; World’s Peaceways, 
Thunder Over the Orient; Ford Motor Co.'s 
Making Safety Glass and Yellowstone National 
Park; and a large number of other films of the 
government documentary, advertising, train- 
ing, and classroom study types. 

Sessions were devoted to open-forum discus- 
sions conducted by such authorities as Dr. 1. E. 
Deer of the MPPDA on “Human Relations 
Films”; A. P. Heflin of Lane Technical High 
School on “Movie School Production Prob- 
lems”; Stuart Grant of Pure Oil Co. on “Lab- 
oratory Problems in Film Production”; L. W. 
Cochran of the State University of Iowa on 
“School Distribution and School-made Films”; 
Wm. E. Morse, Co. Supt. of Schools, Malad, 
Idaho on “The County System of Film Distri- 
bution”; O. H. Coelln, Jr., editorial director of 
Business Screen on “The Correlation of Educa- 
tional Films and Industrial Problems”; and 
George Rilling, Supt. of Schools, Anna, Ohio 
on “School Films”. 











